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thumbed to death | 


(+) 


It took New Yorkers just two weeks to 
thumb this classified telephone direc- 
tory into retirement. (The photo has not 
been retouched.) 

Such popularity is bad for the book, 
but good for the firms listed in the 


‘yellow pages.’ 


If you sell a nationally advertised brand, see 
that your name is listed under that trade mark 
in the classified telephone book. Most manufav- 
turers gladly co-operate — pay part of the cost. 

Telephone your local Directory Representative. 


URVEYS show that more than 85% of all tele- 
phone subscribers use the classified telephone 
book to help them with their buying — to learn 
“where to buy it.” The photograph above con- 
firms the findings of the surveys. 





Ser op wa ee 


o> Gave 








When writing advertisers please mention Boot and Shoe Recorder 





October 5, 1935 


VOL. CVIII, No. 5 


VOICE or THE TRADE 


HarRY SILVER, men’s she buy- 
er for O'Connor & Goldberg, says: 

“The way the men’s season has 
started certainly proves my state- 
ment of many months ago that men 
are becoming more style-minded all 
the time. Our sales for the season 
so far have been mostly on the 
higher styled numbers, with about 
five times as many browns selling 
now, as compared to a year ago. 





Kucko shoes in brown and grey 
have been greatly in demand, as 
have sealskin shoes. The heavier 
ivpes of shoes are also good, such 
as Scotch grains, most of which are 
wing tipped.” 

Harry feels very optimistic about 
the coming season and he reports 
that to date it is way ahead of last 
Vear. 

* * % 


Hon. FRANK G. ALLEN is 61 
on Oct. 6. He started as a boy in 
Black & Newhall’s leather store in 
Boston at $3.00 a week. Now he 
is chairman of the board of Wins- 
low Bros. & Smith Co., Boston 
leather merchants, a director of the 
First National Bank of Boston, and 
also a director in other enterprises. 
He served as Governor of the Com- 


monwealth in 1930. He recently 
accepted from Governor Curley an 
appointment to the Unemployment 
Compensation Commission. His 
father, now 83; is Frank M. Allen, 
manufacturer of sheep leather in 
Lynn—he being the senior leather 
manufacturer of the North Shoe 


district. 
* *% *% 


BERNARD OSWELL, Chairman 
of the Footwear Styles Exhibition, 
to be held in Burlington Gardens. 
London, Oct. 7 to 11, invites the 
shoe men of the world to the show 
pioneered by buyers and manufac- 
turers of exclusive high grade foot- 
wear “in an attempt to accelerate 
a general return to quality which, 
for the shoe trade, means also a 
return to prosperity.” 

The exhibition will be represen- 
tative of the very latest trend in 
fashion and design, combined with 


—~€OME TO 


the best quality materials and 
workmanship. 

On the same dates, the traditional 
International Shoe and Leather Fair 
will be held at the Royal Agricul- 
tural Hall in London, this show 
being a general trade exposition of 
over twenty-five years standing. 
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CHARLES E. ASHENDEN, of 
Lindman’s Shoe Store, Milwaukee. 
says: 

“I am heartily in accord with 
the campaign to do away with sales. 
For the past two years we have 
held off on our white clean-up until 
August Ist and we discovered we 
can sell practically all of our shoes 
at a profit. This year we didn’t 
reduce our stock until August 7th 


THER, 
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and then only a dollar a pair. In 
fact, we bought a few of men’s and 
women’s whites as late as July 26th 
and we made a profit on every pair. 
It seems the more sales promotion 
and advertising we do, the more 
business we do. Publicity makes 
the public white-conscious and be- 
cause we have sizes and widths on 
hand we are able to fit and serve 
and get the business. 

“We are convinced that the idea 
of selling shoes in the season of 
use, at regular prices is best for the 
public and for us.” 


* * * 


THE output of athletic shoes ex- 
ceeded 1,000,000 pairs for the first 
seven months of this year, and that 
was 44.6 per cent more pairs than 











were made during the first seven 
months of last year. The gain was 
the greatest for any one class of 
footwear, as figured on a percent- 
age basis. The secondary gain is 
probably greater than the primary 
gain, for these 1,000,000 and more 
pairs of athletic shoes (all of the 
leather sort, and not including rub- 
ber and fabric shoes) were worn by 
those participating in sports; and 
millions of other shoes, of the spec- 
tator sport class were worn by 
those who looked on and com- 
mented on the games. 

There’s a thought for shoe stores 
to cultivate trade in athletic shoes. 


* * * 


W oopwarD & LOTHROP, of 
Washington, D. C., capitalized the 
Styles Conference in a long half- 
page advertisement, saying: 
“Every year there occurs in New 
York a most significant huddle. It 
is the annual get-together of the 
country’s outstanding shoe design- 
ers and stylists. For months pre- 
vious to this meeting they have 
been haunting the style centers of 
the world wherever fashions are 
created, and in many out-of-the- 
way corners where fashion does 
not count but inspiration abounds. 
“It is a momentous occasion, this 
esoteric gathering to compare notes 
and decide how the fashionable 
lady will dress her feet for the 


DICTATOR 
Levant |aG33 
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coming season. Outright dictators, 
that is what they are, with an ab- 
solutism excusable only because of 
their insatiable ambitions to make 
lovely ladies more lovely. And out 
of these deliberations come the 
handful of accepted and approved 
designs to be made up and dis- 
played before the shoe buyers of 
the country. 

“Equally significant is the part 
that the house of Garside, makers 
of fashionable footwear for more 
than seventy-five years, plays in 
this important event. Not only do 











CLOTHES AND THE MAN 





—A London fashion stylist recently 
visiting America (New York City} 
for the first time criticized ad- 
versely American men's taste in 
dress. 

—lI have traveled “back and forth" 
a great many times and have ob- 
served with a critical eye the 
sartorial standards of Englishmen 
and Continentals. 

—l've always admired the careless 
swagger with which an Englishman 
carries his clothes. 

—But | won't admit that the Amer- 
ican is a "sloppy" dresser. 

—lIt's my impression that the aver- 
age American has become defi- 
nitely "clothes conscious" since 
the War. 

—And with men like Raymond G. 
Twyeffort carrying the message of 
correct and colorful dress through- 
out the land, it's a safe bet that 
the American man may soon be 
classed as "the best dresser" of 
them all. 

—There's a very real opportunity 
today for our shoe merchants to 
capitalize on this trend towards 
appropriate and colorful garb. 

—Snappy clothing will require snap- 
py shoes—and a greater per 
capita consumption of men's 
shoes will stimulate the entire 
shoe and leather industry. 


S nxt 0 (en hs 


- President 





Garside designers sit in the inner 
circle where styles are made and 
shoe fashions are born, but time 
and again the stylists conference 
turns to Garside to perform the 
delicate and important task of re- 
producing their creations for pres- 
entation to the buyers’ meeting. 
Blended with this authenticity of 
style is a fineness in manufacture 
that has earned for them the high 
place they hold today.” 
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C. 0. SHERRILL of the Ameri- 
can Retail Federation, said: 

“An important question on 
which all retailers can agree, is 
the proposed thirty-hour labor 
law. No matter how valid this 
may be in manufacturing, it is 
economically impracticable for 
the retailer, for the reason that it 
takes as many pairs of hands to 
pass merchandise over the coun- 
ter today as it has ever done in 
the past, and the burden on the 
consumer of a thirty-hour week in 
retailing would be prohibitive. 
More and more in the future there 
will be efforts both by national 
and state legislative bodies to con- 
trol the hours of labor and rates 
of pay. On these matters the in- 
terest of all retailers is practically 
identical. 

“Another important problem 
on which all retailers can agree 
is unemployment insurance under 
national and state laws. However. 
we may disagree as to the sound- 
ness of social security legislation, 
we at least will be unanimous in 
fighting for a law that will give 
retailers full credit for their sta- 
bility of employment and will not 
penalize them for the wide swing 
in employment in other fields of 


endeavor.” 
* * * 


So it was a shoe salesman who 
dated all fire-trap hotels—and there 
still are some to be found. Ever 






time we see the rope we remembe! 
Hezekiah Woodbury who made 
shoes in Beverly, Mass., and trav- 
eled about the country and sold 
them. While traveling he realized 
the peril that the hotel might catch 
fire, as did many a salesman in 
the days before hotels were buil! 
fireproof. So, he invented a port 
able fire escape, a knotted rope 
with a catch to be quickly snapped 
on the window sill—and making « 
number of these he gave them t: 
fellow “knights of the road” to b 
packed in the grip, together wit!: 





































the samples, and put by the bed at 
night for escape in case of fire. 


* * * 


J. ARTHUR COHEN, newly 
elected president of the New York 
State Shoe Retailers Association, 
cautions the trade: 

“Don’t use the words ‘foot spe- 
cialist? in your advertising. As far 
as you can properly go is the use 
of the term ‘shoe specialist.’ We 
have a statement in our store, 
culled from the Boot aNnD SHOE 
RECORDER editorial, which tells the 
public: ‘These shoes are not cure- 
alls. They will not cure all the 
illnesses to which the body is heir. 
They are simply helpful aids to 
walking and posture.’ ” 


* * * 


SHOE TABLOID FOR THE 
WEEK! 


CHAUNCEY R. PORTER, New 
York, supervisor of adult educa- 
tion, speaking before the Syracuse 
convention of the New York State 
Shoe Retailers’ Association, said: 

“If my personal experience is 
any criterion, what this country 
needs is more competent shoe fit- 
ters and if we, as a practical force 
in education, can aid in that work 
so much the better for the Ameri- 
can people. In my own case, even 
as I speak to you, my feet are 
burning. I wear 1014C and I fail 
to get relief. Why is that?” 


MAX DEUTSCH: “There must 
be something wrong with your sys- 
tem—an acid condition or some- 
thing symptomatic above the ankles 
lo give you burning in the feet, Mr. 
Porter. A shoe man can only cor- 
rect those troubles that begin with 
the feet and not from the head 
down. 





Mary F. CARROLL of Cohoes, 
New York: “I am perhaps the only 
woman shoe merchant present and 
[ have been 51 years selling shoes 
in a retail store. I cannot see Mr. 
Porter’s feet from where I am, the 
head table hides them, but I will 
make a bet the trouble is in the 
size. Td fit him to a 1114A and I 
bet the burning would cease. It is 
a good thing to teach shoe men, 
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it is my belief, that practical ex- 
perience at the fitting stool is in- 
dispensable training to anyone.” 


(Two hours later) 


CHARLES BRANNOCK: “I had 
Mr. Porter over to the store and we 
measured his feet and found that 
the shoe he needed was 12/AA.” 


A VOICE of experience—51 years 


of shoe fitting can’t be wrong. 


* * * 


BE IT RESOLVED: 
BENEFITS of the trade press— 


“In this fast-moving world where 
radio, telegraph and telephone, au- 
tomobiles, fast transportation by 
plane and train, have almost elimi- 
nated time and space, we are still 
blessed by the shoe trade press. 
Our papers are safe guides to suc- 
cess. We are indebted to the edi- 
tors and publishers, for really, it 
would be difficult to ‘keep store’ 
without the help of the unselfish, 
unbiased, praiseworthy printed 
word. Their best minds are repre- 
sented at this convention and we 
say “Thank you for coming and be 
sure to come again.’ ” 


(Resolution passed by the New York 
State Shoe Retailers Association) 
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BE IT RESOLVED: 
THE N.S.R.A. and the big con- 


vention — “Once again we are 
pleased to renew our pledge of 
fidelity to our worthy parent or- 
ganization, the National Shoe Re- 
tailers Association. We urge every 
shoe merchant to become a member 
of that body, either individually or 
by affiliation, the reasons for which 
recommendation were intelligently 
reflected in the talks of President 
Mittelman and Manager Holden. 
We are looking forward to the big 
convention of shoe merchants and 
manufacturers to be held next Jan- 
uary in Chicago, and urge every 
one of our members, for his own 
benefit, to attend. We congratulate 
both national bodies—retailers and 
manufacturers—in their decision to 
hold this one consolidated conven- 
tion and show.” 


(Resolution passed by the New York 
State Shoe Retailers Association) 


* * % 


FLYING cadet shoes. The U. S. 
Quartermaster has called for bids 
for making 140 pairs of shoes for 
flying cadets or apprentice aviators. 
and the call has inspired at least 
one designer to work on flying 
shoe patterns as a contribution to 
the new military styles in footwear. 
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THE VERY LATEST SELF-SERVICE 
10-HOLD GOLFSHOES MY Boy / 

THEY ALSO MAKE SEARCHING 
FOR A LOST BALL UNNECESSARY 
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spend, he becomes the nearest thing to an 
immovable object that has yet been found. 
















W HEN irresistible forces start moving toward immov- 
able objects somebody is likely to get hurt. The shoe 
industry is beginning to find this out. When the con- 
sumer has money in his pocket it’s fairly easy to sell 
him anything—even something he doesn’t want. But 
when the consumer has only just so much to spend and 
every penny counts, then he becomes the nearest thing 
to an immovable object that has yet been found. 

Not that the consumer won’t buy shoes! In 1933 the 
shoe industry produced 350,000,000 pairs of shoes. In 
1934 output reached 357 million pairs, and indications 
are that 1935 production will again exceed 350,000,000. 
Consumption of shoes has been computed at about 336,- 
000,000 in 1933 and 355,000,000 in 1934. In the first 
seven months of this year retail volume has been re- 
ported at about 8 per cent greater than in 1934. On 
the face of it, therefore, it is obvious that the shoe indus- 
try has been doing a good volume of business. 

But two clouds tend to throw dark shadows on this 
apparently bright picture. One is that this volume has 
all been done “at a price” and the second that costs 
have been moving irresistibly upward and squeezing the 
shoe industry against the immovability of consumer 
purchasing habits. The problem lies in what will hap- 


When the consumer has only so much to 


PRICES. VOLUME 
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FROM AUGUST, 1934, TO AUGUST. 
1935, LEATHER PRICES AD- 
VANCED 13.7 PER CENT, ACCORD- 
ING TO THE UNITED STATES 
BUREAU OF LABOR STATISTICS 
BUT IN THE SAME PERIOD 
WHOLESALE SHOE PRICES DE- 
CLINED 0.2 PER CENT AND RE- 
TAIL SHOE PRICES DECLINED 
1.8 PER CENT. 








WHOLESALE RETAIL 








Shoe Prices Shoe Prices 
iad : 
— 8 





pen to volume if the shoe industry attempts to cove! 
increasing costs by advancing prices. 

To a certain extent it would appear that both shoe 
manufacturers and retailers have been hoisted by thei: 
own petards. In a sudden rush to recover the volume 
lost in 1930, 1931 and 1932, prices were slashed until 
they were considerably out of line with other commodity 
prices. 

It is usually futile to argue as to what would have 
happened “if.” Some consideration might be given to 
the fact, however, that in 1931 and 1932, when whole- 
sale shoe prices were averaging about 6 per cent more 
than the general commodity price level, shoe manufac- 
turers were operating at only about 12 per cent less 


than the 1929 level. 


DDURING this period shoe prices, both wholesale and 
retail, were, of course, falling, but they were not falling 
so rapidly as other prices. In terms of other goods. 
shoe prices were still high. 

Then, in 1932, shoe prices began to fall more rapidly 
than other prices. In addition, when all prices started 
up in the Spring of 1933 shoe prices lagged behind and 
have continued to lag behind. The result was that by 
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1935 shoes had reached a point 25 per cent lower than 
the general commodity price level. Positions were now 
reversed. Instead of shoes being high in terms of other 
commodities, they became extremely cheap. Since the 
Fall of 1932 shoe prices have been less than the gen- 
eral commodity price level. With this drastic change 
in the relative position of shoe prices there came an up- 
ward surge in manufacturers’ output, with the result 
that in 1934 production was only 1 per cent less than 
in 1929, a peak year. 


IT does not follow, of course, that the price level 
reached by shoes was the direct cause of this increased 
output. Early in 1933 fears of inflation and the pro- 
gram of the new Administration started a sharp increase 
in many lines of production. There is a possibility, 
therefore, that production might well have risen even if 
price factors had not been such as they were. 

Low shoe prices, both actual and relative, did, how- 
ever, have one effect that seems difficult to deny. They 
created a purchasing habit in consumers that is now, 
Frankenstein-like, apparently more powerful than the 
efforts of their creator, the shoe industry, to change. 

The following table will give some idea of the low 
level reached by wholesale shoe prices. These figures 


Costs have been moving irresistibly upward 
and squeezing the shoe industry against the 


immovability of consumer purchasing habits. 


CONSUMER 


are based on the factory values of shoes as reported in 
the Census of Manufactures. 


FACTORY VALUE PER PAIR 


1933 1931 
$1.57 $2.05 
1.68 2.20 
1.97 2.57 
1.33 1.59 
Women’s 1.88 2.56 
Misses’ 1.02 1.35 
Infants’ .70 85 


1929 
$2.58 
2.75 
3.10 
2.17 
3.18 
1.76 
1.05 


Total—All Types 
Total—Excluding Slippers 
Men’s 

Boys’ . 


The above table does not, however, tell the full story. 
The low point was reached in the early months of 1933 
when wholesale shoe prices, excluding slippers, were 
at $1.60 a pair. Although shoe prices, along with all 
other prices, started upward in May, 1933, they stopped 
in the Fall of that year at $1.75 and from then until 
February, 1935, took the downward path, falling to 
about $1.63 a pair. Preliminary data for August, 1935. 


‘show an increase of only 4 cents from that level. 


Retail shoe prices likewise reached extremely low 
levels and by the Spring of 1933 had fallen about the 
same degree as wholesale prices. According to the 
Fairchild index, however, retail prices enjoyed a greater 
recovery when the upward trend started. Instead of 

[TURN TO PAGE 36, PLEASE} 











THE GRECIAN DRESS—SLIM, CLASSIC, 
PLEATED OR DRAPED IN SOFT FLOW- 
ING FABRICS—ONE OF THE MOST SIG- 
NIFICANT EVENING FASHIONS. 


THIS IS THE SILHOUETTE FOR WHICH 
LOW-HEELED EVENING SLIPPERS 
SHOULD BE PROMOTED. THEY FIT THE 
CLASSIC CHARACTER OF SUCH A COS- 
TUME AND THEY GIVE A WOMAN THE 
POSTURE THAT GOES WITH DRAPERY. 


THE low heel—how important is it? How low should 
it be? This question comes up first in any discussion of 
evening slippers because it’s the newest thing that has 
happened in formal footwear, and because it’s the trick- 
iest factor in formal footwear merchandising. The store 
without any low-heels may lose its prestige; the buyer 
who over-stocks may lose his (evening) shirt. 

How do stores stand on this question? Local con- 
ditions, of course, may change the situation for individual 
retailers. You may be operating in a college town, where 
the co-eds just adore flats because flats are perfect for 
their own special brand of hot-cha dancing. But in gen- 
eral the sales curve of flats for evening is on the down 
grade, while the curve of daytime low heels keeps steadily 
climbing upward. 

Here is a good barometer—the sales figures of a lead- 
ing manufacturer who was among the first to promote 
low-heeled evening slippers and who has scored an out- 
standing success with flats. Last season his sales showed 
a 60/40 percentage in favor of low heels. (That is very 
high, of course.) This season the figures are the other 


PROGRAM 
for 
EVENING PROMOTION 


[TURN TO PAGE 42, PLE*:E] 





On the Threshold of the Formal Season, We Re- 
view the Status of Heels, Patterns and Materials 


by RUTH HARRINGTON 


THE PICTURE DRESS WITH A BOUFFANT 
SILHOUETTE IN RICH “STAND - ALONE” 
MATERIALS, VERY “RENAISSANCE” IN ITS 
FABRIC AND JEWELED ORNAMENTS. 

FOR THIS TYPE OF COSTUME, LOW- 
HEELED SLIPPERS ARE NOT APPROPRI- 
ATE. THEY LOOK AWKWARD UNDER THE 
FULL SKIRT AND A FLAT-FOOTED WALK 
IS ALL WRONG WITH SUCH A DRESS. 

WITH DRESSES BETWEEN THESE TWO 
EXTREMES, EITHER LOW OR _ HIGH 
HEELED SLIPPERS CAN USUALLY BE 
WORN INTERCHANGEABLY. 
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MAP SHOWS TERRITORY COVERED BY PORTLAND 


STORE IN ITS THREE TRAVEL ROUTES TO BUILD 


COMMUNITY BUSINESS 


ABOUT ten years ago we felt our store should be 
getting more trade from the smaller communities in 
Oregon. Many people who had worn our shoes or 
who had written inquiring about them were not buying 
as often as we felt they should. As a result several 
trips were made around to a number of cities within 
driving distance. The usual procedure was followed, 
that of sending notices to customers and prospective 
customers that the line would be on display in the 
hotel. 

Soon we found there were more bad than good fea- 


tures connected with this method of selling. First, we ' 


could not get any cooperation from the local shoe deal- 
ers, as we were in direct competition with them. Men 
object to doing business with outside parties, while 
other men object to their wives going to a hotel room. 
Small town stuff possibly, but nevertheless factors which 
had to be considered. Newspapers would often refuse 
advertising from those who came to town to sell oc- 
casionally. 

Finally we worked around to the proposition of 
establishing connections with some good retail shoe 
dealer in the smaller city, having him act as our regu- 
lar representative. By having a display in his store 
at stated intervals, all the objections previously met 
were overcome. True, when we went out to sell cus- 
tomers through other dealers’ stores, we had to sacrifice 
some of our profit, as we gave the local representative a 
fair discount for acting as our agent. But there are 
usually a few minor adjustments to be made in shoes 
during the life of the shoe, so when the job can be done 





PROPRIETOR, CANTILEVER SHOE STORE, 
PORTLAND, OREGON 


QT has remained for a shoe retailer in Portland, 

Oregon, to solve a problem in distribution 
which has been a trade irritant for years. I I. 
Stewart, owner of the Cantilever Shoe Store, has 
worked out a plan whereby the people in the 
smaller communities in the surrounding territory 
can share the resources of the big city store, 
right in their own towns. . 


For a long while it has been the custom for the 
“hig city” retail stores to work as many smaller 
cities as their resources or inclinations permitted. 
Usually a “showing” in the local hotel by a man 
from the big city would result in selling many 
pairs of shoes to the folks. This practice ex- 
tended on down to where even a shoe store in a 
city of 30,000 would have a man working the sur- 
rounding territory. This method of selling always 
caused bad feeling among the shoe men in the 
community being “worked.” 


The plan evolved by Mr. Stewart works to the 
advantage of all concerned, the big city store, 
the independent small city shoe man and the 
consumer, 


right in the home town of the wearer it is much better. 
This giving a discount to the local store works out well. 
He generally carries a small stock of one good number 
which he buys from us. This gives him something to 
show and sell at all times. As he only carries a small 
stock, which he replenishes from us from time to time 
as he sees fit, he makes a first rate profit on his invest- 
ment. Against all this, our records show we sell these 

































BOOT AND SHOE RECORDER, October 5, 1935 


HOW A CITY STORE INCREASED 
ITS VICINITY BUSINESS 


A Unique Plan of Co-operative Selling Effort 
That Has Proved Practical and Successful. 


with Advantages to Local Merchants 


small city customers more pairs of shoes per year when 
we have an agent in a town, than when we contact them 
direct. 

Our shoes have to be sold differently from the usual 
1un of footwear, as the features must be explained to 
the wearer. The biggest problem is overcoming the ob- 
jection of the dealer who thinks we are trying to take 
away some business from him. As a matter of fact 
we are bringing trade to his store which would not 
otherwise come to him. With the local man, our 
proposition is simply a side line, which helps him to 
round out his stock. At that, the selling of from 200 
to 650 extra pairs of shoes a year helps to make the 
idea interesting to him. After a period, the dealers tell 
us they are holding their customers better and selling 
the family more of the store’s regular stock than here- 


tofore. 


HIERE is the picture as we see it: 

People in a city of 2000 have as wide a range of fit- 
ling sizes as will be found in a city of 200,000. The 
difference as far as the shoe merchandising problem is 
concerned, is that while the people in the smaller com- 
munities demand a wide range of fittings, there is not 
enough volume of good selling sizes to make the carry- 
ing of the necessary stock a paying investment. Further- 
more, there is no practical way in which a small stock 
can absorb the natural collection of odds and ends. It 
takes a reasonable volume to do that. And volume can 
only be had in a city store. 

In our proposition we go to the small merchant and 
discourage him from buying styles or sizes which he can 
not readily turn quickly. We are not in the wholesale 
business by any means, but just a retail store trying to 
do a better job in shoe distribution to the outside cities. 
By encouraging these stores in carrying a small stock. 
which will suffer no markdowns or losses and at the 


same time realize a six to seven times stock turn, we 


believe we are helping the sale of better shoes mate- 
rially. 
It takes one of our men most of his time to keep in 


touch with the local stores, for here in Oregon we take 
in a lot of territory. One trip which takes five weeks to 
cover calls for some 800 miles of driving. It is a 
swing around to the towns of Albany, Corvallis, Eugene, 
Roseberg, Grant’s Pass, Medford, Klamath Falls to 
Bend. No town is over 18,000 and there are about 100,- 
000 people in this section. Number two circuit is over 
east as far as Twin Falls, Idaho, while the third is west 
to the Coast. 

This method enables us to cover a field for the smaller 
communities which they are not now covering or can 
hope to cover. And we do know we are bringing foot 
health to many people who would not be enjoying it, 
due to their remoteness from the larger trading centers. 


BRINGING IN THE MEN 
C. A. (CAP) LESTER is manager of a men’s shoe 


department in the rear of May Brothers clothing store, 
Oklahoma City. 

Like many men’s shoe departments similarly situated, 
it was more or less of a job to bring in the men to buy 
shoes, so it was felt that if an unusual bit of direct mail 
was done, in addition to the regular newspaper and 
radio publicity, the department would show an immedi- 
ate pickup. 

Last year a number of striking mailing pieces were 
sent out. The response was wonderful. 

Good space is given in the windows to shoe displays 
and all newspaper and radio copy is synchronized. 
No window mention was made of the direct mail, how- 
ever, that being considered as a more or less personal 
message between the store and the customer. 

As an opening gun in the Spring campaign for sell- 
ing more better grade shoes to men, a four-page piece 
was worked out. This outside cover was a half-tone 
reproduction of a photograph of “Cap” Lester show- 
ing some of his new shoes to the head of the store. 

Last Fall the old, old shoe lace stunt was used. This 
familiar reliable has stood the test of 40 years service 











A NOVEL WINDOW BY 
FRANKLIN SIMON, NEW 
YORK, FEATURING THE 
POPULAR LOW HEEL BOW 
PUMPS EXCLUSIVELY. 


T HERE are a lot of tricky novelty styles among the 
Fall shoes, and retailers seem to have contrived no 
end of novel and clever ways of showing them. So 
this season’s shoe windows are unusually interesting. 
Some weeks ago we pointed out that the habit of devot- 
ing whole windows to certain related groups of shoes 
appears to have taken a decided hold on the women’s 
branch of the business. In other words, more and more 
women’s shoe displays are specific, rather than general. 
Pick a group of shoes with some significant style point 
in common and build a whole window display around 
them. That’s what a lot of leading shoe stores are 
doing this season, and the results are fascinating. 
Norman Bel Geddes, in his book “Horizons,” com- 
pared the display window to a stage and the merchan- 
dise to the actors. It was a happy figure; perhaps it 
would be equally apt to call the window a book and 
the display a story. It’s up to the retailer to determine 
what sort of story he wants to write in the space and 
with the instruments at his disposal. He can, if he 
so desires, make his window a catalog of everything he 
has to sell, showing a sample of every style, neatly 
tagged with price card and description. For a great 


AN ODDLY UNUSUAL BACK- 
GROUND, PLUS AN ARTISTIC 
GROUPING OF THE SHOES, 
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SHOE 
WINDOWS 


many stores, no doubt, this will prove to be the very 
best possible kind of window display. Some stores 
should never have any other sort, for example certain 
kinds of men’s shoe stores. 

Men, and particularly the class of men chiefly inter- 
ested in popular priced shoes, like to look over the 
merchandise and make their own selections. They like 
to walk into a store and say: “Let me see that brown 
calf oxford with the wing tip, Number .” In this 
case the window does exactly the same sort of a sell- 
ing job as the catalog you might send out through the 
mail, and the salesman’s job is simply to make sure 
of the fit and execute the order. 

There’s a place for this sort of window, too, in the 
Here the win- 





women’s popular price shoe business. 
dow catalog needs a lot more “trim” to attract the cus- 



























MADE THIS BONWIT TELLER 
DISPLAY STAND OUT AS 









SOMETHING DISTINCTIVE, 
EVEN ON FIFTH AVENUE. 
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in TUNE with the SEASON 


How a Simple Treatment, With a Touch of Smartness, 
Can Tell a Style Story That Has Positive Selling Power 





tomer, but that’s another story. The point 
we wish to emphasize here and now is thal 
you can’t sell high-grade, high-price women’s 
shoes that way. They can’t be sold by cata- 
log, or by the catalog type of window dis- 
play. You have to tell a different story. It 
is necessary, first of all, to build up an inter- 
est in the story you have to tell, and for that 
purpose you must emphasize the points that 
are interesting. It’s altogether impossible to 
emphasize everything at once and so you take 
a group of shoes, like the Bow Pump group, 
in the Franklin Simon window, or the Fiesta 
Reds in the Slater display, and tell your 
story about them. 

It doesn’t take a lot of expensive window 
material to make this sort of a display story 
interesting, but it does require some smart 
touch, such as an effective backgrouna, an 
unusual grouping and an effective show card 
or two to tell the customer what it’s all about. 
In the Franklin Simon window, the _back- 


A MODERN AND DIFFERENT TREAT- ground carried a huge grosgrain bow exactly 


MENT OF THE TRADITIONAL SCHOOL like the bows used to trim the low-heel “little 

SHOE THEME BY B. ALTMAN CO. IT’S , ai 

THE IDEA AND NOT THE EXPENDITURE [TURN TO PAGE 38, PLEASE] 
THAT DETERMINES THE RESULT. 








THIS SMART SLATER GROUP, COMPRISED OF 

SHOES HAVING THE COLOR ELEMENT IN COM- 

MON, MADE AN EFFECTIVE DISPLAY COM- 
POSED WITH A FEW SIMPLE ELEMENTS. 




















































T HE first enthusiasms of the Fall season were wonder- 
ful. The shoe industry stepped into the ring with a 
punch in both fists—style and price—and put up a 
great fight for the first few rounds. But will it follow 
through? Will it have the same direct unadulterated 
zeal for cash register results in the weeks to come be- 
fore the turn of the year? That is the question. 

What this trade needs more than anything else is 
a new shot of enthusiasm to carry over the mid-season 
with regular vigorous shoe selling. A timid approach 
to the Christmas season is an error of great magnitude 
for the showing of the last ten weeks of the year may 
mean all the difference between profit and loss in 1935. 

Can something be done to stimulate the curiosity of 
the shoe men? When shoe men go to a convention 
and spend hour on hour in corridor chatter, why not a 
few minutes looking at new shoes? Do they return 
home with new goods that will add to the financial 
profit of the business? There may be in some traveler's 
display an idea or a shoe that might be just the thing 
needed in the store to put a sparkle to business in the 
last quarter of the year. 

Be open minded to the possibilities of profit in 
every traveler’s shoes that come into your town. It is 
only through exposing the buyer to these new wares 
that refreshment in business comes. 

The Christmas season may be lost for want of a 
product to sell that has holiday appeal. Too many 
buyers develop a defensive mechanism in October and 
November, when they should plan an offensive attack 
against the public purse in its best spending moments. 
The traffic of customers that goes by the shoe store 
window is indeed an indictment—for with all holiday 
money to spend the shoe store has comparatively 
nothing to offer. 

But fundamentally, this spirit of curiosity should be 
an attribute of every merchant in his quest, all the time, 
for goods to sell at a profit. When a buyer goes stale. 
the store staff is not very far behind. Give thanks if 
you possess an enthusiasm for goods and for selling. 
Enthusiasm doesn’t follow a formula. It is contagious. 


Dont Lose the Last Quarter 
Through Lack of Curiosity 
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By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Curiosily communicates itself not only to the clerks, 
hut to the customer. The things that you like can be 
developed into more things the public will like and 
profit results. 

Much of the progress of this industry has been the 
product of “nuts” or those whose enthusiasm consumes 
their every business hour. Many a man has found him- 
self by losing himself in his subject. 

Every store has a personality, the spirit of which is 
‘aught by the public the minute it enters the store. 
One can sense in a moment the spirit of service because 
in back of the store is a well-spring of enthusiasm for 
the right goods at the right time at the right price. 
One can sense in the salesman on the floor, his capacity 
for interesting people in the goods that the store carries. 
If you have such a salesman, treasure him above all 
others, for he has the right spirit that leads to profit for 
himself in wages and a continuing profit to you in 
customers that return and return. 

So we stress at this time the necessity for the pro- 
motional outlook in shoe selling in the last quarter of 
the year. Too many stores operate on the basis that 
the peak of the season is over and that the thing to 
do is to drift along until clearance season and then 
capture the public with the bait of price. The true 
function of the merchant is not to rise and fall with 
the tide of trade, but to keep his store every day alert 
to the needs of the public by stimulating the public’s 
curiosity in more and more articles of use in this com- 
plex world of ours. Let promotion follow promotion 
on one shoe, or a dozen shoes of a type, that has some 
new interest rather than the old form of store-keeping 
that rises and falls with the average normal interest 
of the public in shoes. 

[TURN TO PAGE 40, PLEASE] 
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Sctrallear 


MEANS EXTRA CUSTOMERS 


AND ey & (ot 


EOPLE are loyal to products which give 

them more for their money. That’s why 
people who buy shoes equipped with 
Wingfoot Soles come back for more and 
tell their friends. 


No sole ever built will outlast a Wingfoot. 
You know—and your customers know — 
that a shoe lasts as long as its sole does. 
That EXTRA WEAR in a Wingfoot brings 
customer appreciation. That appreciation 
means extra profits for you. 


America’s 
Fastest-Selling 
Sole 


Give them Wingfoots for EXTRA WEAR, 
extra comfort, extra sure-footedness and 
safety. Those extras are your surety of 
customer satisfaction and repeat sales. 


WINGFOOT SOLES HEELS 


When writing advertisers please mention Boot and Shoe Recorder 





lagi ct a 


So Nip attain? hig gs Pg. 


A AP ita 











BOOT AND’ SHOE RECORDER, October 5, 1935 


CONTEST ADVERTISING 
And The LAW 


Cheek Up Carefully on Any Promotion Scheme 


to be Sure that itis Legal ... and Consider the 


Ethical Angle as Well. 


eBUST how far can a retail merchant go LEGALLY 
and ETHICALLY—in the use of contest and other 
schemes and gifts with the sale of goods to stimulate 
his business? 

With the control of the NRA withdrawn, so many 
comments and protests regarding such practices have 
been made by merchants that it seems the abuses ex- 
ceed the benefits. 

The question becomes as vital as that of the profit- 
destroying mid-season sales which have aroused so 
much protest in the industry, the difference being that 
while the sales evil is blamed upon certain groups 
that have “beat past volume” policies, the guilty party 
in the misuse of these other plans may be, and often is, 
the smaller merchant. 

From a LEGAL standpoint, one must be very sure 
that any contest plan, whatever it may be, will pass 
postal rules and regulations, if it is to be advertised 
in any manner. Not only is regular mailing of ads 
(either postcards, letters or circulars) forbidden for 
certain types of contests—but—if such advertising ap- 
pears in a newspaper or magazine, the publication 
cannot be mailed. Hence, both the merchant and the 
publisher are interested in being certain that the con- 
templated contest is within the postal rulings, if it is 
to be advertised. 

Boiled down, and stated in simple words, the postal 
law covering these contests and schemes says that any 
lottery or “guessing contest” is out so far as the dis- 
tribution of advertising through the mails is con- 
cerned. This covers lotteries, guessing or estimating 
contests and all similar schemes. 

If permitted by local ordinances or state law, these 
types of contests may be featured in the window, or 
in the store. 

Generally speaking, a contest—to be acceptable for 
advertising through the mails, must be one in which 
certain advertised awards are made for skill, and not 
dependent on lot or chance. The rules of the contest, 
as well as the time limit of the contest must be clearly 
stated, and strictly adhered to. 

Appended to a form “N. Y. Circular 122” pertaining 


to Section 601, Postal Laws and Regulations is the fol- 
lowing paragraph: 

“Persons who contemplate the use of the mail in 
the operation of prize competitions, contests or schemes 
are advised to ascertain whether matter relating thereto 
is mailable under the law, and should submit speci- 
mens of any advertisements, offers or literature, with 
full particulars relating to the project.” 

Allowing that the proposed plan is LEGAL, a wise 
merchant will make sure that it is ETHICAL and 
PROFITABLE. Consider very carefully whether it 
is likely to prove (1) CONSTRUCTIVE—(2) AMUS.- 
ING—(3) DISPARAGING. 

she annual photographic contest encourages in- 
creased interest in good pictures, and the cameras and 
films to make them. The prizes add the idea of profit 
to pleasure. A nationally-known shoe manufacturer 
and a soap company are among those who recently 
awarded prizes for the best letters concerning their 
product—causing contestants to think favorably and 
constructively about them. 

A newspaper awards theatre tickets to winners in a 
“Misplaced Capital Letter Contest” — the misplaced 
capital letters, scattered throughout the Want Ads, spell 
the name of the show. 

Such contests as these, put on at reasonable cost, are 
constructive, and likely to prove profitable. Then we 
have the group of amusing contests. Though they may 
create a bit of temporary interest—they are not con- 
structive, so far as the store’s service or merchandise 
is concerned. Yet they very often prove productive of 
good will. “How many beans in the pot?”—and othe: 
guessing contests are in this category (but are not 
mailable). 

Then there are the DISPARAGING stunts—those 
that create false impressions of the value of the mer- 
chandise, and undermine the standing of the store in 
the minds of the public. Free merchandise with a 

[TURN TO PAGE 50, PLEASE] 
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46! to the CHAINS ~ another 
big slice to the MAIL ORDER HOUSES 


~ AND WHAT CAN THE INDEPENDENT 
RETAILER DO ABOUT IT? 


With the whole nation more price-conscious 
than at any time since the World War, 
business has been slipping away from the 
independent shoe merchant. 


This is not only the business of the very 
poor who absolutely cannot pay more. It 
is also the business of men who cannot see 
any important difference between one shoe 
and another, over a price range of several 
dollars. They “save” the difference on their 
shoes and spend the money for something 
else. 


Of ceurse you as an experienced shoe 
merchant know there is a difference in 
quality—but even a scientific expert would 
have a tough time explaining it on the floor 
of a retail shoe store, under practical sell- 
ing conditions. In most cases he would not 
even have the chance — for men seldom 
shop from one store to another, trying on 
this and that pair of shoes and weighing 
values. They leave that to the ladies. 


What the consumer does is this: He 
looks in the show windows up and down 
Main Street, at the various times when he 
“just happens to be passing by.”’ He makes 
up his mind in advance—then goes in and 
buys the shoes of his choice. 


What chance do you have, with shoes 
looking so much alike in the window? Half 
of the men go to the chains, and all of your 
independent competitors are fighting for 
the rest of the business. 


What the independent merchant needs 
is a new idea in shoes—something so dif- 
ferent that the public cannot possibly con- 
fuse it with ordinary shoes — something 
that can be protected against lower-price 
imitation by competitors—something that 
sets its own standard of value. And it must 
be an idea which, in advertising parlance, 
“comes up fast”—one that attracts imme- 
diate attention and produces quick results 
without years of educational work. 


Did you know that such an idea has been 
perfected, patented, and tested at retail? 
You ought to start investigating this idea 
before another day has passed. You will 
be astonished at the results obtained by 
others in practical shoe merchandising. It 
stops men—pulls them into your store — 
sells them on the spot—and brings them 
back for more, with all their friends in 
tow. We have never seen anything like it 
in our years of experience in the shoe busi- 
ness. Write or wire for information. 


Alidasfy Gore 


rosby Square 
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WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 








The 
Younger Generation 





LAWRENCE B. RUSSELL 


LAWRENCE B. Russell, acting treasurer of the W. L. Douglas 
Shoe Company, in Brockton, Mass., is one of the younger gen- 
eration who holds a responsible executive position in the shoe in- 
dustry without having gone through the treadmill of factory 
experience. Nevertheless, he does not minimize the value of knowl- 
edge thus gained and embraces every opportunity to add to his 
education a thorough understanding of practical shoe manufac- 
turing and distribution. 

Mr. Russell is a grandson of the founder of the business—the 
late Governor W. L. Douglas. He prepared for college at the 
Noble and Greenough School and then matriculated at the Whar- 
ton School of Finance and Commerce of the University of Penn- 
sylvania, where he received his degree in 1929. 

Feeling the need of practical experience in merchandising to 
augment the theoretical experience gained in college, he first went 
into the retail electrical supply business and, later, was associated 
in the merchandising and distribution of a line of proprietory 
articles for the drug trade. In February, 1933, he joined the W. 
L. Douglas Shoe Company as assistant treasurer, clerk of the cor- 
poration and member of the board of directors. He has been 
acting treasurer since the comparatively recent death of Charles 
D. Nevins. 

Mr. Russell’s hobby is rowing. He is a member of the Union 
Boat Club under whose colors he held the New England 145 lb. 
single sculls championship. He is also a great yachting enthusiast, 
every week end finding him skippering his 42-foot auxiliary ketch. 

Mr. Russell is unmarried and lives with his mother, Mrs. Harry 
B. Russell, in Wellesley, Mass. 
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\ By 


John L. Harris 


LETS 
TAKE 
A 
WALK 


Two interesting results of “taking « 
walk” are: 

It gives you a chance to catch a 
breath of air and the opportunity to 
window shop. If you are confined in- 
doors, as most retail salesmen are. 
you should welcome every chance you 
get to take a walk. 

True, you walk a lot during busi- 
ness hours, but it’s not the kind of 
walks that freshen you up. Walking 
about in a shop becomes tiresome and 
monotonous and for no worse reason 
than that there are too many familia: 
scenes about you. 

In the open, the scenes are ever 
changing, and, with windows to gaze 
into, you lose yourself both physical, 
and mentally. When we say you lose 
yourself mentally it is not meant to 
imply that your mind becomes a 
blank. On the contrary, your mind 
actually becomes more alert. The 
mental thoughts of the day’s happen- 
ings are forgotten for the time being 
and a new mental condition is created 
by the change you encounter. It broad. 
ens your vision as well as your chest. 
Automobiles, horses, dogs, merchan- 
dise, and men, too, cannot be judged 
by a “single” standard. There are 
several points by which “things” must 
be judged. What better relaxation 
then, than a walk and a window shop- 
ping tour to refresh your jaded nerves 
and, what is more important, to ge! 
an “eyeful” of what the other fellow 
has by which to judge your own mer- 
chandise? 

Fishermen will tell you that you 

[TURN TO PAGE 38, PLEASE | 
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FEATURE 
PROVIDED BY 


BENCH BRAND 
QUTSOLES 


The desire to build comfort into shoes constantly seeks expression. 
It is realized today that the human foot is entitled to respect if it is 
to be kept healthy. Hasty conclusions however as to methods of ob- 
taining the objective can bring dire results. Mushy sole leather for 
instance may give comfort but we believe at the sacrifice of wear. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


has comfort tanned into it, without any sacrifice of firmness. The feet 
must have a solid base upon which to rest and function correctly; the 
shoe, a solid foundation to hold its shape and wear well. Because 
our method of tanning choice hides provides all that and more, 
BENCH BRAND sole leather is especially suited to the proper pro- 
duction of comfortable shoes for men. 


ISTLER 
K cuiher \Jompany/ 


FOUNDED - 1840 


HT | | |] ].3t9 A STREET - BOSTON: MASS: | } }]] 
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Field 


“E VERY good store wants to fit 
customers right, but the people who 
sell good shoes should advertise 
the fact that it is hard to get 
permanently good fitting shoes in 
the popular prices,” observed Will 
A. Knight, Portland, Oregon. 

Then this veteran shoeman went 
on to explain that a good fitting 
shoe could be had in the inexpen- 
sive grades and that such a shoe 
could be well fitted in the store 
selling the merchandise. “The big 
question is whether or not the cus- 
tomer wants just a pair of shoes or 
a pair of shoes which will perma- 
nently fit the foot and look well.” 
Sounds like a first-class argument 
on which stores can profitably build 
a convincing sales talk. 


OPI 


"W/E have been analyzing our re- 
turns and find that the capable good 
fitters have just as many shoes re- 
turned as the newer men,” says Rus- 
sell Werner, of San Francisco. “In 
going into this pretty deep, as to 
the causes, it is evident our men 
are fitting shoes correctly, so the 
problem of so many returns re- 
solves itself into one of educating 
the public to the need of choosing 
their shoes more carefully. The 
public must be told that they, too, 
have a certain responsibility in the 
selection of their footwear.” 


OP) 


SPONSORING a baseball team 
only costs a store from $15.00 to 
$20.00 a season, J. B. Spellman of 
the Buster Brown Shoe store in 
Vancouver, Washington, tells me. 
And he says it is the best possible 
kind of an investment when a store 
has a fast scrappy team. There is 
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By HARRY R. TERHUNE 
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IDEAS 


Editor, BOOT AND SHOE RECORDER 





no better way of getting the young 
folks interested in a store than by 
taking an interest in their plea- 
sures and sports. All of them like 
baseball, Mr. Spellman finds. 

In the Davis County league, all 
the teams carry 16 men. “Every 
one of those boys is good for at 
least three pairs of shoes. The 
fellows who play on the other 
teams are good friends of ours, too, 
so the most of them trade here. 
There is a likable lot of boys on 
our team, even though they are 
not always pennant winners, and 
they always have the crowd with 





them. You know it is not so bad 
to one’s ears to hear several hun- 
dred people rooting for the Buste: 
Brown team.” . 


OP! 


T HERE is an owner of three fam- 
ily shoe stores in Pasadena, Calii., 
who is thoroughly enjoying his e,- 
perience and incidentally tucking 
away a little of the hard - earned 
profits. His name is Ray G. John- 
son. His main store is here, with 
a couple of like stores in nearby 

[TURN TO PAGE 30, PLEASE | 





More and More Style in Girls' Shoes 






































A radical change in the selling of children's shoes is taking place, according to Miss 
Alta Howes, proprietor of the Children's Shoe Store in Tulsa, Okla. Young girls in their 
teens are refusing to wear the sensible, moderate heel “growing girls" types and are 
demanding shoes with the heels and styling of their elders. Even Junior High girls are 
asking for shoes more in keeping with what their mothers deem fashionable. 

Tulsa's exclusive shoe store for kiddies was first started by Miss Howes, in 1928, soon 
after the Lyons Shoe Store was closed. For a number of years Miss Howes was in charge 
of the children's shoe selling in the Lyons store. Now she is serving the second genera- 
tion of her personal customers. Assisting her is her sister, Miss Jean Howes. 


This photograph shows in a slight measure the very attractive interior of the new 
store. As will be noted, the section devoted to children's hose occupies a considerate 


portion of the front of the store. 
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HoSB-> (UALITY 
BUILDS GOOD WILL 
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HOOD FEATURES MAKE YOUR SELLING EASIER 








Pat. No. 1938127 





The New 1936 
Line is Now 
Being Shown. 


Hood Posture Foundation overcomes 
mothers’ objections to ordinary canvas 
shoes—gives foot bone and muscle 
Structure proper support— provides in- 
surance against flat feet. 











POSTURE FOUNDATION | 


ee quality Hood builds into 
rubber and canvas footwear 
is mighty important to you. Be- 
cause poor quality makes a cus- 
tomer dissatisfied with your store. 
And there are scant profits in 
dissatisfied customers ! 

Hood chemists OK the raw 
materials. Hood engineers de- 
vise the toughest kind of third 
degree in the laboratory. Yet 
Hood rubber footwear isn’t of- 
fered to you or your customers 
until it has passed the most exact- 
ing test of all—until it has proved 
its real worth in actual use on the 
feet of working men and playing 


HOOD RUBBER COMPANY, 


boys. All year long hundreds of 
these special testers are giving 
Hood rubber footwear ‘‘the 
works.” They give it the rough- 
est kind of treatment—and this 
is the final, most exacting test of 
built-in Hood quality. 

You can play safe with the rep- 
utation of your store by stocking 
the Hood line of rubber and can- 
vas footwear. For Hood puts 
quality first. Quality in raw ma- 
terials—in manufacture—and in 
designing and styling the kinds 
of footwear people want, and 
will come back for. 


INC., Watertown, Massachusetts 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, III.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 


Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New York, N. Y.; 
Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 





This is one of a series of advertisements on many features of Hood Rubber Footwear that help you build sales and profits. 





When writing advertisers please mention Boot and Shoe Recorder 



























































tuwns. Johnson is one of those 
warm-hearted, good business men, 
and it is no wonder that he is get- 
ting along so nice. His little chain 
is the outgrowth of one store which 
was started right a few years ago, 
the development being from the net 
profits of the business. So his ideas 
must be right. 

I'll try to tell “how he does it” 
as simply as he told it to me. Most 
of the trade is being built through 
the children’s department. Before 
Johnson took hold of the present 
store, the children’s business ran 
around seven or eight pairs a week. 
Now it is up to ten times that 
amount. Free moving picture shows 
on a Saturday morning is a good 
way in getting the children inter- 
ested. Current pictures which have 
the approval of the P.T.A. are used 
if available. If not, something 
which appeals to the kids is shown. 
The usual procedure of calling at 
the store for tickets is used. New 
faces come into the store for a 
month after a free movie, proving 
the value of this form of advertis- 
ing. A most liberal souvenir policy 
is in force. The children are al- 
lowed to select what they want in 
the way of souvenirs. Most of them 
only take one, but a few will take 
several. 

An X-Ray fitting on all children’s 
shoes is a very convincing thing to 
the mother. Mothers are urged to 
bring in their children to have the 
current footwear checked for size, 
and a great number avail them- 
selves of this service. I learned 
that it is easy to educate mothers 
so that they will not buy shoes, 
either for their children or them- 
selves, unless the fittings are 
X-Rayed. That’s how the women 
and children are sold and kept 
sold. 

With the men, business is slower 
to develop. Outside of newspaper 
advertising, most of the publicity 
comes from personal contacts, the 
offering of shoes as golf prizes, at- 
tendance prizes at service clubs and 
the like. The store uses local pic- 
ture postal cards in the sending of 
business messages. This is the rea- 
son: People get many picture post 
cards from other cities, but very 
few from their own town. 


or 


ORIGINAL 
PRACTICAL 
IDEAS 


[CONTINUED FROM PAGE 28]| 
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Let us recommend a reliable 
chiropodist to you” is a sign in the 
Dr. Reed Movable Arch shoe store 
in Los Angeles. The proprietor, 
[. L. Brown tells that he has several 
good chiropodists who work with 
him in the store, men who do ex- 
ceptionally good work. So the send- 
ing of patients to them is of benefit 
to all parties concerned. 

Brown says that customers are 
grateful when sent to a good foot 
man. Treatments make them better 
shoe customers, for when their feet 
are in good shape, they are more 
interested in buying shoes. Another 
reason for the sign is that it gives 
the store an opportunity of showing 
its appreciation for the trade sent 
by the foot men. 


OF! 


“Wr has been an intensely interest- 
ing four or five years that we have 
just experienced,” said H. P. An- 
drews, men’s shoe merchant, of 
Long Beach, Calif. “It has been 
tough, but I hope we have all 
learned lessons which we will re- 
member. 

“Even now we sometimes miss 
the mark or are apt to get over- 
enthused about some trend. Here- 
tofore we have sacrificed some 
black and brown plain shoe busi- 
ness through letting our stock get 
too low on these staples in April. 
May and June. All the attention 
was put on the sports and whites. 

“This year we figured out a 65 
per cent men’s sport and white shoe 
business for this Summer. Then, 
when we checked the men on the 
street, we found that 65 per cent 
were wearing plain black and 
brown shoes. So I knew the stock 
was out of proportion. After it 
was brought up to a 50-50 basis. 
the sales shot right up. 

“As a rule, I believe we are in- 
clined to make our windows look 





BOOT. AND SHOE RECORDER, 









October 5, 1935 








too light and airy for the man who 
wants plain colors. It is still pos- 
sible to feature typical Summe: 
shoes, yet have units of plain shoes 
for those who want them. In this 
town we have an older set of peo- 
ple, many of whom are retired, su 
there is a considerable number of 
men having quite conservative 
tastes.” 


OP; 


THERE are a number of ways 01 
building up a retail shoe business 
but the best one, whether a man 
be in a large or small city is the 
slow, laborious method of winning 
customer confidence by sheer merit. 
That is the mature judgment o/ 
W. P. Reynolds in Santa Monica. 
Calif. 

When a mother phones in say- 
ing, “I am sending Barbara to 
you for a pair of school shoes. 
Give her what she needs,” a shor 
man realizes that he really has es- 
tablished himself in the minds o/ 
his townspeople as the proprietor o{ 
a reliable place at which to trade. 
“I had quite an argument convinc- 
ing a father that he should pay me 
$5.50 for a pair of school shoes 
for his boy. He was only paying 
$5.00 for his own shoes, so why 
should he pay more for shoes fo: 
a boy to kick out? Well, he did. 
finally. Then ten months later he 
came in bringing three other kids. 
his wife and her mother, all fo: 
shoes. All told, we collected $50.00) 
from this one satisfied customer. 

“Anyone can sell shoes, but | 
sell them so well that the trade 
comes back is the real problem.” 


or 
C. H. BAKER, who operates a tid) 


group of shoe stores in and around 
Los Angeles, finds that it makes no 
difference in one of his stores whe: 
another is opened right around thie 
corner bearing the same name an 
carrying the same lines. On the 
other hand, the closing of one store 
in the same or adjacent block ha- 
no lasting effect on the sales of thie 
store which stays open. Of course 
Mr. Baker was speaking of large 
city store operations, but figure out 
the right answer. 
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practical and popular products of mod- 
ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 
manded by discerning women —- style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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WILLIAM PIDGEON 


Rochester Shoe Retailer, whose radio ad- 
dress was one of the features of last week's 
convention of the New York State Shoe 
Retailers Association. Mr. Pidgeon is a 
past president of the New York state asso- 
ciation and is now its chaplain and a mem- 
ber of the Executive Council. He is also a 
member of the Board of Directors of the 
National Shoe Retailers Association and was 
recently appointed chairman of its Health 
Shoe Division Committee. 





Increased Demand for Quality 


British shoe manufacturers have ex- 
pressed considerable satisfaction re- 
garding the trend in the demand during 
the present year, and advise that the 
call for quality boots and shoes has 
shown a decided increase during the 
first half of the present year. Both the 
home and foreign demand have been 
much better during the first 6 months 
of 1935. Shoe manufacturers also re- 
port a favorable sampling of fall styles, 
indicating continued improvement in 
business for the remainder of the year. 


















Shoe Progress —Then and Now 


Footwear Has Played a Fascinating Role in Human History and 
Kept Pace, Step by Step, with the Advance of Civilization— 
Shoe Merchant of Today Serves the Public More Efficiently 
Than Ever Before in Promoting Health and Fashion 


broadcast over the Columbia System at 10:00 p. m. on Monday eveniiig, 
September 23rd, from Syracuse, at the convention of the New York Site 
Shoe Retailers’ Association, It consumed 15 minutes on the air. 


Friends of the Radio Audience: 

The New York State Shoe Retailers are gathered in this city of Syracuse, re- 
viewing the present Fall and Winter fashions in footwear; also planning for 
Winter and Southern wear and the cruise fashions, and to discuss the problems 
that rise in relation to footwear and the complex life of the public whom we serve. 
These questions bring us face to face with the relation of shoes to health, shoes 
to beauty and art, and shoes to service and use. A study of the historical progress 
of humanity discloses at once the tremendous importance which feet and footwear 
have played in the upward climb of the human race. 

To mention only a few of these will suffice. Humanity, starting barefooted in 
its amazing journey upward from the oozy slime of the primal seas to the present. 
has seen a marvelous development in footwear. From the skin of the animals 
to bark, to grass, wood, cork, early man has used almost every material he could 


lay hold of to protect his feet from the rough ground and the elements. 


Shoe Development Reflects Human Progress 


The story of human progress can easily be read in any museum by the story of 
its shoes and its footwear. Footwear has played its part in the nursery rhymes 
of the race. We still tell our little ones of the “Old Woman in the Shoe,” or of 
“Jack and his Seven League Boots” or of “Cinderella and her Golden Slipper.” 

In religion our minds go back to that young Hebrew, who, bare-footed in the 
desert, heard the command from on high, “Moses, Moses, take thy shoes from off 
thy feet, for I have a command for you.” The result was the liberation from 
Egyptian bondage of an entire nation that has ever since blessed the world. 

Or in the realm of history what shall we say of the Napoleon boot, or o! the 
“Pershing” shoe, or of the Louis XIV heel. 

From the far-away days of primitive man down to today, the story of footwear 
is one of the most thrilling stories that can be told, and when we enter the modern 
era of machinery and mass production, it has brought us a story of shoes that 
almost staggers the imagination. The shoe industry is one of the major activities 
of our modern business world. Billions of dollars and millions of human beings 
are engaged in making shoes. Factories that make from 50 pairs a day to 125,000 
pairs a day are the giants of our industrial creative genius. In the United Siates 
alone, the production of shoes runs into the millions of pairs annually. In this 
modern day it not only becomes a matter of keeping our feet from the greund. 







Radio address of William Pidgeon, of Rochester, N. Y., which «as 
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as the primitive man, but modern shoe-making and shoe-sell- 
ing caters to art, health, service and use. Shoes today are 
works of art and take into account color and beauty of line 
and fineness of texture. They are made in relation to clothes, 
and hats and bags, and even the social customs of the people 
are considered, such as their sports, their evening dress, their 


formal wear and their health qualities. 


Importance of Style in Footwear 


Because of the importance of style in footwear today, the 
couimittee in charge of this meeting has brought here im- 
portant stylists from Fifth Avenue, New York, to properly 
detail the lasts, the proper materials, the proper heel heights, 
als» plan the coordination of fashion as the apparel, mil- 
linery and other accessories manufacturers have planned 
and adopted their fashions, for this Fall and Winter. 

In other words, the costume-right, high riding oxford or 
broadstrap in suede or calf, or a combination of both, or the 
fabric and patent or fabric and calf, properly detailed for 
the costume or the suit, as dictated by Paris and Hollywood. 

The dressier types of kid or patent leather are also very 
popular with the day-time dress; in fact, with the dinner 
dress. The shoes of glamor for formal and evening wear 
in sandal and pump models, tinted to match, harmonize or 
contrast with the gown, glamorously treated in gold and 
silver kid; heels; tips; or trimmings. Many delicate ma- 
terials of various designs are also used, giving the shoe a 
two-tone effect after same has been dyed. 

The independent shoe retailer of this or any other city 
must employ shoe fitters of many years’ experience, for care- 
ful fitting is the secret of the success of the independent 
shoe retailers, rather than mass store supervision. 

Today is Registration Day in practically all the colleges 
in America. In Syracuse, in particular, we see crowds of 
young men and women coming to take their part in college 
life. We have in this country 40,000,000 people with a high 
school education or better. This education gives proper 
balance to social, civic and business life and the contribution 
of these young people to the appreciation of good clothes, 


good shoes, smart fashions, is one of the wonders of the 


world. 

The college boy and girl has an influence in fashion that 
is co-equal with their influence in establishing a desire for 
quality in living standards, dress standards, and in footwear 
standards, for we are, indeed, building a better world 
through the appreciation of these things. 
+} Fashion is a fast and fickle thing. .A new mode out of 


Bons 
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...possible in the realm of shoes_and footwear. 






Paris comes to us with the speed of the radio. New foot- 
wear fashions out of Hollywood come to us with the speed 
of the airliner. The miracle is that the merchant in the 
smallest store can harmonize both of these influences and 
give to every boy and girl the satisfaction of being fashion- 
right in every village and hamlet, town and city in America. 
This modern world in which we live is, indeed, a glorious 
opportunity for the expression of American individuality. 
pride and possession, and all of the things that go to develop 
the abundant life. 

To produce your shoes the entire world is scoured for 
materials of fabric, leather, color and shape; every country 
and nation on earth makes its contribution. 

Entire libraries have been written on the subject of health 
and footwear; every hospital worthy of note has its ortho- 
pedic department. Thousands of men and women spend 
years in patient study in colleges and in institutions of 
learning, to qualify them to better advise people on the rela- 
tion of feet and shoes to their health. 


Modern Shoe Service Comprehensive 


Manufacturers and others are spending great sums of 
money continually to develop more perfect and more beau- 
tiful shoes. The State of New York, through its State De- 
partment of Education, is now developing a separate depart- 
ment that will deal exclusively with the problems of shoe- 
selling and especially in the training of men and women to 
more ably serve the public. 

The modern shoe store with its stock of footwear and its 
beautiful window, is a modern island of caprice filled with 
shoes all ready-made and available at once for use. Nothing 
like this was ever dreamed of by the ancients; even the 
kings of ancient time knew nothing of this. The modern 
shoe merchant is your agent; it is for him to know what you 
will wear six months hence. He is the one who digests all 
the trends of style and type and has them ready for you at 
your instant command. His is the function of a pre-selector 
for your shoes. He is here in this gathering from the Fifth 
Avenue New York Store to Buffalo, and Ogdensburg to 
Elmira. 

Even now, the shoe retailers are thinking and planning 
what you will probably wear this coming Spring and Sum- 
mer. And so these men and women are gathered here with 
the thought that they shall be more fully qualified to serve 
you, the public, in the beautiful styles, in the proper types, 
and in the most intelligent service of salesmanship that is 
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Last designed for 
use With ether 
type of insole 


il 


Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 


pany operates these 


modern factories in 


eight important terri- ‘| iantian & POTTER CO, 


FITZ BROS. CO. 
BROOKLYN, N. ¥Y. 


ee tories. Its facilities for 
style and service are 
constantly available 
to the shoe manufac- 


turing industry. 


neal beatae nad COI 


UNITED LAST CO. 
BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


KRENTLER BROS. CO. 
ST. LOUIS, MO. 


EMPIRE LAST WORKS 


UNITED LAST CO., LTD. 
ROCHESTER, N. Y. 


MONTREAL, P.Q. 
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lasting only about six months, the rise 
continued into 1934, reaching a peak in 
the Spring of that year. 

This rise was not only more con- 
tinued, but also slightly greater than 
that witnessed in wholesale prices. 
Whereas wholesale prices rose about 
9 per cent from their lows, retail prices 
rose about 13 per cent. The rise, how- 
ever, was not sustained and prices from 
May, 1934, on moved gradually down- 
ward. Price increases on the part of 
various distributors have met with suf- 
ficient resistance to result in subsequent 
cuts. Consumers in general had _ be- 
come educated to low-priced shoes and 
resisted strenuously all efforts to make 
them pay higher prices. 

Both manufacturers and retailers are 
now faced, however, with an added 
problem, the second cloud which is dark- 
ening the apparently pleasant picture 
of large and increased volume. Raw 
material prices have been increasing, 
while shoe prices have been declining. 
Since January of this year, while leath- 
er prices have risen 9 per cent, whole- 
sale shoe prices have increased only 
2.5 per cent and retail prices have 
shown a slight decline. Since August, 
1934, leather prices have risen 13.7 per 
cent, while both wholesale and retail 
shoe prices have been unable to main- 
tain their levels. (See chart.) 

Faced by increased costs, manufac- 
turers seem to be unable to pass these 
increases on to the consumer. Their 
experience has been that the retailer 
apparently cannot get the consumer to 
absorb the increases in costs. In order 


COUNTRY 
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Prices, Volume and the Consumer 
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to get back the volume lost in 1930, 
1931 and 1932, manufacturers have kept 
shoe prices so low that the consumer is 
now educated to buying a low-priced 
shoe. The irresistible force of increased 
costs has begun to squeeze the shoe in- 
dustry against the immovable wall of 
consumer resistance. Manufacturers 
and retailers are in a position where 
they feel that they are “damned if they 
do and damned if they don’t” increase 
their prices. 

If production costs continue to rise, 
the shoe industry, if it can’t itself ab- 
sorb the increases, would seem to have 
no alternative but to try again to get 
their prices up. This may mean some 
loss in volume; how much, will depend 
upon how “immovable” the consumer 
is. Already he has been sorely tried by 
the sharp increases in food prices which 
have taken place over the past year. 
These increases in the cost of living 
have sharpened the competition for the 
consumer’s dollar. On the other hand, 
consumer income has been well sus- 
tained. Billions of dollars have been 
distributed through the various Govern- 
ment agencies and projects. Business 
improvement has now been witnessed 
for a sufficiently long period to give 
some hope for a sustained recovery. It 
may be that the consumer will pay the 
necessary increases in prices, if he has 
to. 

Commodity Exchange, Inc., in its sta- 
tistical chart on hides, says: 

“Raw stocks of hides in all hands at 
the close of July stand at 6,464,000 
hides, comparing with 6,557,000 hides at 


PAIRS PER PERSON 
2 COUNTRY 


YUGOSLAVIA 





GREECE 
FINLAND 
RUMANIA 
LITHUANIA 
PORTUGAL 
POLAND 
BULGARIA 


SPAIN 






ESTONIA 
LATVIA 






ALBANIA 


HUNGARY 


Chart prepared by the Leather and Rubber Division of the Bureau of Foreign and Domestic Commerce, showing per capita consumption 
of leather footwear in the United States and various European countries in 1934. 
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the close of June and 4,540,000 hides at 


this time last year. The current figure 
includes 983,928 hides certificated in 
warehouses licensed by Commodity Ex- 
change, Inc. (On Sept. 16, 1935, cer- 
tificated stocks increased to 1,065,423 
hides.) The current total of raw stocks 
also includes approximately 1,000,000 
hides held for the account of the 
F.S.R.C. and about 200,000 hides held 
for the account of State Relief Agei- 
cies. 

“Stocks in the process of manufa:- 
ture and finished, at the close of July, 
totaled 11,406,000 hides, as against 1\,- 
487,000 hides at the close of June and 
10,321,000 hides at this time last year. 
Total visible stocks of all cattle hides 
and leathers in all hands decreased ‘0 
17,870,000 hides at the close of July, 
as against 18,044,000 hides a month ay», 
At the close of July, 1934, visible stoc':s 
amounted to 14,861,000 hides. At tie 
current rate of absorption of hides ani 
leather,- total visible stocks represent 
approximately 10.0 months’ supply, «s 
against 10.5 months’ supply indicat: «| 
at the close of June. At this time lat 
year stocks represented 9.1 months’ su)- 
ply and the corresponding figure fir 
the average of the five years 19.5 
through 1929, is 9.34 months’ supply.” 

Standard Statistics Company, Inc., n 
their current survey of leather and 
shoes, says: 

“Output of footwear in the first s'x 
months was 2.9 per cent below that of 
the similar period last year, but this 
small reduction is not particularly siv- 
nificant when the abnormally high pro- 
duction rate of early 1934 is considere:. 
In the latter part of 1934 demand for 
shoes was adversely affected by tiie 

[TURN TO PAGE 38, PLEAS§ | 
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“TO EVERY PASSING PROSPECT 


7OU’VE got to get pros- 
pective customers inside 
your store before you can 
sel! them merchandise. And 
a modern, good-looking 
Pittco Store Front is a 
“bringer-inner” of proven 
success. It catches the eye, 
arouses the interest, issues 
a special invitation to every 
passing customer. Result: 
a Pitteo Store Front builds 
up your business, and in- 
creases your profits so ma- 
terially that it usually pays 
for itself in a short time. 
*‘Modernizing Main 
Street” by remodeling your 
store with a new Pittco 
Store Front is smart, it’s 
good business, it’s the sign 
of a progressive merchant. 
Try it! If necessary you 
can get financial help (up 
to $50,000) by applying to 
your local lending institu- 
tion under the National 
Housing Act. We recom- 
mend that you retain an 
architect to design the right kind 
of front for you . . . and our special 
staff of store front experts will be 
glad to cooperate with him fully in 
design ne Frnt ong of 


Pittco Store Front Products. 


Want an idea of Pittco Store 
Front costs? Complete information? 
Illustrations of how Pittco remod- 
eling has helped the business of 
other merchants? Clip the coupon 
below for our free booklet. 





ITTCO 


souk FRONTS 


f 


Pisbugh Pa Paint 
Products 


|e Plate 


spacers! meas lass 


Tep estry Glass 


HERE IS FRIEDMAN’S, in Luzerne, Pa... 
a typical store dressed up with a modern, 
attractive Pittco Store Front. Wouldn’t 
you agree that a store like this can display 
shoes and companion merchandise to 
better advantage than a store which pre- 
sents a worn, old-fashioned, uninviting 
face to the public? And if you were the 
customer, wouldn’t you be inclined to 
patronize a store that looks as fresh 
and up-to-the-minute as this? 


Pittsburgh Plate Glass Company 
2276A Grant Building 
Pittsburgh, Pa. 

Please send me, without obligation, your new 
book entitled “How Modern Store Fronts Work 
Profit Magic’’. 
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Shoe Windows in Tune 
with the Season 


[CONTINUED FROM PAGE 21] 


boy” pumps. The showcard in the cor- 
ner said: “The world-wide vogue for 
our famous Dapper Bow Pump grows 
more important every day.” The two 
figure heads and a few accessory 
items—hats, gloves, handbags, ete.— 
completed the list of materials used 
in this very attractive display, but we 
must not overlook the important ele- 
ment of arrangement, for the grouping 
of the shoes contributed in no small 
measure to the happy result. 

The elements in the Slater window 
were equally simple, a couple of fash- 
ion magazines, a gay parasol, cleverly 
designed display stand, and the bright 
red lettering of the words “Fiesta Reds” 
on the background. These words con- 
tributed the attention value of this win- 
dow and gave to the shoes an enhanced 
interest which they never would have 
had if the store had not given them a 
name. Here’s another trick that retail- 
ers can employ to advantage in their 
display newspaper advertising and pro- 
motions of smart new styles. Take a 
group of shoes having some style ele- 
ment in common and give it a name. 
In this way you focus interest and at- 
tention on the group, an interest that 
would be entirely lacking if the styles 
were shown as just so many shoes. 

Witness the interest which Shoecraft 
built in their “Gringo” pattern through 
clever, effective promotion in ads and 
windows, and the present interest in 
their newer “Buttons” model. If you 
have a style that you are sure has 
popular appeal, or a group of shoes 
with some style element in common, by 
all means give it a name. And then 
feature the name in ads and windows: 

The showcard in the Slater window 


announced: “Vibrant Reds bring gay 
color accents into the Autumn footwear 
picture.” Catchy showcards that tell 
an interesting fashion story play a defi- 
nite part in making windows like these 
really effective from a sales standpoint. 

The Bonwit Teller window depends 
for its appeal mainly on the odd back- 
ground sketch, plus an artistic arrange- 
ment of shoes with a few simple 
elements of decorative interest. The 
showeard says: “Sleek Suedes in the 
New Roman Green with handbags to 
Match.” 

The Altman window is a juvenile 
footwear display with modern fashion 
appeal, built around the old September 
selling theme of school shoes. The hoop 
and basketball not only added a touch 
of juvenile interest but harmonized 
with the circular display stands and ar- 
rangement of the shoes. Here again a 
single showcard, which read: School 
Shoes by Altman; Steps in the Right 
Direction to a Successful Year.” 

Study the simple but logical tech- 
nique employed in the planning and 
execution of these windows, and of 
other equally effective shoe windows 
you will see in high-grade stores in 
every city, not with a view of copying 
or imitating them, but to learn from 
them the value of simplicity, balance 
and harmony, plus an effective sales 
appeal. By observing carefully the 
methods used by other stores, particu- 
larly the ones that have a reputation 
for smart, attractive windows, the re- 
tailer who has a display problem which 
he must solve for himself can gain a 
fund of ideas and information that will 
prove immeasurably helpful. 





Prices, Volume and the Consumer 


[CONTINUED FROM PAGE 36] 


sharp decline in hide and leather prices, 
unsettled general business conditions 
and a downward trend in shoe prices, 
factors which are not expected to recur 
this year. Stocks of footwear are not 
abnormally heavy, and it is estimated 
that shoe production in the final six 
months of 1935 will exceed that of the 
similar period last year by 4 per cent. 

“Actual and estimated shoe produc- 
tion by months is shown below in units 
of 1,000,000 pairs: 


1935 1934 

|» PERE CT TERE TT Te 29.0 26.0 
ED 55. sce sane ans 30.1 30.5 
ERE a Se ae oles: 33.6 35.6 
Se eee 33.8 34.4 
eee eee 30.7 34.1 
EA ee een 26.5 28.5 
teks pea ck + E27.5 28.4 
Se E32.0 35.6 
September ............ E33. 28.2 
SS ene E32.5 28.7 
DE 6 :stc bones E26.0 23.9 
December ......... E23.5 23.2 
EE ee rere” E358.3 357.1 





Standard Statistics Co., Inc. 


E Estimated, 


“As shown, production for the full 
year 1935 is tentatively placed at slight- 
ly over 358,000,000 pairs, or approxi- 
mately the same as 1934. 

“With hide prices now 33 1/3 per cent 
above the year’s low, tanners in recent 
months have advanced sole leather quo- 
tations an average of about 25 per 
cent. Even though the increase in leath- 
er prices does not equal that recorded 
in hides, raw materials purchased at 
lower levels are being converted profit- 
ably, and tanners are expected to report 
profits for both the second and third 
quarters, in contrast to the heavy defi- 
cits, largely caused by inventory losses, 
last year. Unless hide and leather 
prices continue to advance sharply dur- 
ing the remainder of the year, however, 
maintenance of worthwhile profits is 
not assured. 

“Although the cattle population (ex- 
cluding milch cows) at the beginning 
of this year was the lowest since 1928, 
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there has been no appreciable reduction 
in total visible supplies of hides and 
leather. Actual raw stocks have de- 
clined somewhat, but tanners’ produc- 
tion has exceeded consumption, with a 
corresponding gain in finished and in 
process stocks. Total supplies at th 
end of June were the largest for tha: 
month since 1925.” 





Let's Take a Walk 


[CONTINUED FROM PAGE 26] 


can’t catch every kind of fish with on: 
kind of bait and that even the Poo 
Fish look for a change of bait in a 
cordance with the season. 

The technique of window displays is 
something that all salesmen intereste: 
in “getting somewhere” should follow 
closely. Window displays are bai’. 
You can’t get away from that simple 
truth. How not to use the wrong kin« 
of bait is just as important as the 
knack of knowing how best to use the 
right kind of bait. 

We think it is very hazardous to 
designate the great American buying 
public as Poor Fish, and yet, we must 
admit that our displays are “Bait” by 
which many are attracted. 

Window shopping gives you a pe:- 
spective of the “bait” the other fellow is 
using. Not that you aren’t as good a 
fisherman as he, but it is possible that 
even with the same bait he may have a 
knack with which you are not familia’. 

“That’s the manager’s job,” some 
clerks will say. But is it? Does the 
manager sell all the merchandise in 
your shop? Does the captain of tlie 
fishing boat catch all the fish? If you 
are out for Blue Fish, you have a rig!it 
to ask for Blue Fish bait. If you sce 
types of shoes that draw the Fishing 
Public elsewhere, you have a right, by 
virtue of your interest in “the catch,” 
to tell the manager about it. If he is 
the right kind of manager, and most 
are, he will welcome your suggestion. 

Fishing expeditions improve your 
technique. 

Window shopping will improve your 
knowledge of what the others are doing 
to attract the millions that look for 
attraction. 


WALK—OBSERVE—ABSORB. 


Alligator Sandals 


Los ANGELES, CAL.—La Mode, exclii- 
sive shoe shop for women at 722 South 
Flower Street, is featuring an all-over 
baby alligator sandal with extremely 
low heel and very deeply gored sides. 
This is the most outstanding and oriv’i- 
nal number in alligator in the shop. 

A suede pump with French knots is 
another attractive creation that is g:t- 
ting its share of attention. 

In all-over kid a pump with very 
plain dressmaker design is a very pojil- 
lar number. The prices range from 
$10.50 to $15.00 on these numbers. 
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Number Six of a series of thoughts entitled 


* 


Let's Face the Facts 


Cheap shoes do not create good will 
and it is very hard to make 
money on them 


% Some of our customers seem to think they must have cheap 


shoes. Asa rule, the reason for it is that the fellow across the street has them. 


% But we wonder just how many times the addition of a line 
of cheap merchandise has really helped for any length of time. 


% Who profits from the sale of cheap shoes? The manufac- 
turer? Perhaps, temporarily. The retailer? Hardly. The wearer? NEVER. 


% Cheap shoes do not create good will and the more one 
talks price, the more he has to. Things become what they feed on. 


% Quality is the biggest factor in value. We know that. It 
is the enduring thing. Therefore, we will stick to quality and let the price fall where it 
must. This decision was reached many years ago by the makers of Star Brand shoes and 


4 
in not a single instance since has any change from it been considered. 


% It has won and will continue to win for us. That being 
true, isn’t it only natural that it is a sound policy for our customers? 


“Star Brand Shoes Are Better” 








ROBERTS,.JOHNSONS RAND 


Ask our salesman to Branch of International Shoe Co. 


w you this book— 
ir will PAY You. ST. LOUIS MISSOURI 
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require boots that 
can “take it’. That 
is why “ORIGINAL 
CHIPPEWA’S” with 
their superior quality 
and workmanship are 
continually increas- 
ing in demand and 
popularity. Stocking 
these boots will de- 
velop new customers 
for your store. They 
are carried in- stock 
for immediate de- 
livery. 


734—Choc. W. P. 16 
in. Welt. Pac: toe, 
leather lined vamp, full 
grain gusset, foxed 
quarter, butted top, 
leather laces, steel stud 
hooks, grain leather in- 
soles, reinforced wing 
backstay, steel arch 
support, extra heavy 
single oak sole, whole 
leather heel. Last 36, 
> E width, sizes 


4553 — Choc. W. P. 
Chrome 16 in. Welt. 
Pac toe, leather lined 
vamp, full grain gusset, 
lea. oan outside coun- 
ter pocket, steel stud 
hooks, reinforced wing 
backstay, grain insole, 
outside top band, steel 
arch “sees, full 
double oak sole, double 
stitched, whole leather 
heel. Last 36, in stock 
E width, sizes 6-11. 


Catalog and particulars 
on request. 






















| the public can be served with the same shoe and with 





| by such adventures in the movement of prices may be 
| a helpful thing when the time comes when you «re 
| forced, as a merchant, to pay more for your goods. 





$10.75 ree ree 
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Don’t Lose the Last Quarter 
Through Lack of Curiosity 


[CONTINUED FROM PAGE 22] 











If you like something new and venture into its pur- 
chase, carry that enthusiasm to your men and women 
who sell on the floor so that they in turn can see merit 
and sales, and can transmit that degree of appreciation 
on to the public. That’s the true function of the mer- 
chant who ventures in trade with his brains, his capits|, 
his hours and his work, so that a profit can be made in 
public service. 

Shoes are perishable merchandise and the decay in 
values is evident daily, for if an interest charge could 
be levied against every shoe carried, it would consunie 
itself in costs and in storage time. 

If commodity prices continue to rise, the only w. 












































the same quality ingredients is through rises in retvil 
prices. A fixed opinion may be that the public is 
immovable in its determination to get shoes at the same 
price, but the only true way of finding out whether or 
no the public will pay is by the number of little expe-i- 
ments you make in the direction of raising pric¢s. 
Your curiosity on the behavior of purchasing power 





















The law of supply and demand may imperil your busi- 
ness for want of a few early tests over the fitting stool 
of the very pressing problem of prices at retail. lte- 
tailing’s greatest danger is in mental robotism and 
the inability to venture with something new in mer- 
chandise, in price and in service. 




















“Carefree” Shoes at Hanan’s 


Los ANGELES, CaLir.—‘“Carefree” is the name the 
Hanan and Son store here is giving to a group of rough 
but attractive fabrics put up in kiltie style and intended 
for use on campus or for general outdoor Fall wear by 
the younger women. The outstanding features are the 
large side buckles and broad straps which cross the 
tongues and hold them in place. 

In addition to the rough fabrics are a few rough 
suedes and a few grain leathers. The prices run from 
$8.75 to $10.00. 


































Short Vamp Sororities 

Los ANGELES, CaLir.—A short vamp sorority num- 
ber with a wide sabot strap and side lace, shown in kid 
only but in all colors including black, brown, green 
and dubonnet, is a new offering in the May Compary’s 
fine shoe department. The demand for green i+ a 
September revelation. 

Suede with grosgrain cross trim on the vamp is p!0v- 
ing popular in all shades including blue and green. 
The prices on these numbers are $7.59 for the first ind 













he 
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QUAKER CITY : 
presents at | 
“GRENADIER” “eave 


ACGISTERLO 


os 


A KID SHOE for A YOUNG MAN 


HEERE is a kidskin oxford, made over the last a custom DETAIL: 


bootmaker tells us his smartest customers are demanding. 


; (/ NO. 10 
In every detail of styling—the wheeling, the pinking, the Ame Clee Ne 
last, the stitching—it is a young man’s shoe. Furthermore, QUAKER CITY NO. 20 


it is a shoe for an active man, because it is made of QUAKER CITY BLACK 
Quaker City kid, and the firm, resilient quality of this IN SHOES LIKE THIS, AND 


‘ CHECK YOUR CUSTOMER 
tannage postpones fatigue. RESPONSE! 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 





When writing advertisers please mention Boot and Stoe Recorder 
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PATRICA OXFORD.---$2.10 
6293 - Blk. Birchbark « Bik. Calf Qtr. & Tr. 


AA to 
6294-Br. Birchbark - Br. Calf Qtr. & Trim 


AA 
6298 - Gr. Suede-Gr. Kid Otr.&Tr.- AA to B 
18/8 Continental Heel--Delivery at ONCE 





WU WIR IN © VW EIR g 


CHANTS who sell MYERS Shoes are cashing in 

every day with greater profits and more immediate 
turnover--just ask them! Over 400 different numbers 
in our new Fall Line. Write for a salesman to show you 
samples and a run of sizes. 


G20 | 





MALOU THREE BUCKLE - - - $2.10 
5662 --Blue Birchbark and Blue Kid 
5663 - - Black Birchbark and Black Calf 
5664 - - Brown Birchbark and Brown Kid 


17/8 Continental Heel 
Widths AAA to C 
Delivery at ONCE 


3a v 


















IN STOCK FOR 
IMMEDIATE DELIVERY 


Tremendous variety of pat- 
terns in the newest materials 
and colors. Write for a 
run of sizes. 


es 4 











FASTEST MOVING WOMENS AN NOVELTY 


SHOE _ HOUSE EF 


Ae, 























SHERWOOD or CURTAIN AVENUE N— BALTIMORE > +*+* MARYLAND Fy 











Program for Evening Promotion 
[CONTINUED FROM PAGE 16] 


way around 40/60 and that differential 
tells a story. 

On Fifth Avenue, where the 10/8 
heel for evening has been much touted, 
the feature fashion is now the extreme-: 
ly low spring or wedge heel, first in- 
troduced late last Spring. Best’s have 
already reordered on this shoe, illus- 
trated in our sketches. This slipper 
was featured in the important showing 
of “edited fashions” presented recently 
by the Fashion Group. It is, obviously, 
a perfect choice for classic Greek 
dresses. It is, also obviously, nothing 
for the average store or the average 
woman to play with. 

From the Spring heel, Fifth Avenue 
jumps to 20/8 as far as promotion goes 
up. This doesn’t mean they have no 
flats at all. (Meaning a 10-12/8 heel). 
They don’t talk about them, but they do 
have them. They don’t sell as many 
as they did, but most of them feel that 
this shoe has, oddly enough, almost be- 
come a staple item. Older women con- 
tinue to buy this shoe because it’s com- 
fortable. Tall girls cling to it because 
it brings them down to the level of their 
dancing partners. Other girls like it 
because they can stamp their feet and 
otherwise disport themselves on the 
dance floor more easily in flats. This 


height of low heel belongs in a well- 
rounded evening slipper stock, but it 


is becoming a rather “special” proposi- 


tion for special customers. Square 
heels and toes are prominent in these 
10-12/8 heels. They shorten and light- 
en the flat effect. 

We have been asked the question 
“For what costumes should low-heeled 
evening slippers be sold?” 

There is one silhouette, the classic, 
pleated or draped line, as shown in the 
left hand photograph, with which either 
Spring or low heels are thoroughly in 
keeping. 

With the full-skirted picture dress, 
low-heeled evening shoes are not right. 
With all the less extreme in-between 
clothes, either a low heel or a high heel 
can usually be worn interchangeably. 
But, nine times out of ten, a woman 
realizes that a high heel is more flat- 
tering with evening dress. And now 
that flurry of novelty in flats is dying 
down a bit, the high heel takes the 
floor again. 

There is a happy medium which, we 
feel, can have a real future—the 15 to 
16/8 evening heel. A few manufac- 
turers have made it, a few stores are 
featuring it. When it is featured it 
sells. It is the ideal slipper for the 
more mature woman, more appropriate 
by far than the 10/8 heel which she 
has bought so enthusiastically, because 
it was the only comfortable heel she 
could find. 

Next to heels, the moot question is 


toes. Will they be—or not be—open? 





Ask any six high-style buyers this 
question—and you get this answer. 
“We show them closed toes, and they 
buy open toes. We try to sell them the 
idea of more closed up patterns be- 
cause expensive slippers look more ex- 
pensive in closed patterns. But that 
doesn’t seem to make a bit of difference! 
The open toe is first choice.” 

In the medivy range, we do find 
much more call .or more conservative 
open patterns—light and airy but not 
over-exposed! Buyers tell us the reason 
for this is that closed patterns are far 
easier to fit on the great majority of 
people. In the newer type of open toe 
pattern (see illustrations) where it’s 
the tips, not the side of the toes that 
are exposed, many women’s feet go 
shooting out over the front of the sole 
and that is almost as bad as the bin:(ing 
difficulties they had with the sirip 
sandal. 

In patterns, the sandal has alinost 
everything its own way. There are many 
new interesting higher cut patterns 
available, shoes with Renaissance s' rap 
themes and new lighter versions of the 
Empire line. There are some nice «an- 
dalized or throat-trimmed pumps. But 
in most cases, buyers have concent) ::ted 
on sandals as the safest, most saleable 
and most becoming pattern. 

With the same caution, they are ‘ea- 
turing dyeable crepes and satins. ye 
able metal-shot fabrics are almo-: in 

[TURN TO PAGE 5@, PLF \sF] 
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NATIONAL NEWS 





Unfair Trade Practices Banned 


Federal Trade Commission Order in Wholesale Tobacco Case 
Held Applicable to Shoes if in Interstate Commerce 


WASHINGTON, D. C.—“Loss leaders” 
used deceptively, sales below cost, price 
discrimination and numerous other 
practices outlawed by NRA codes— 
which in turn were outlawed by the 
Supreme Court of the United States— 
this week were banned by Federal 
Trade Commission order.. 

The order covered the wholesale 
tobacco trade, whose trade practice 
conference rules were made operative, 
but it was explained that the pro- 
hibitions are equally applicable to boot 
and shoe dealers, provided they are in 
interstate operation. 

Certain of the rules promulgated are 
not mandatory upon any firm, these 
being in what is known as Group 2, 
which comprises the voluntary fair 
trade practice section. But those in 
Group 1 are declared to be a violation 
of law, in that they are considered to be 
unfair methods of competition within 
the decisions of the Federal Trade Com- 
missions and the courts. 

Whether an industry elects to unite 
in formulating trade practice confer- 
ence rules under FTC, or prefers to 
wait and see what Congress will do 
next year in following out the White 
House mandate for a successor to NRA, 
the members of that industry are sub- 
ject to the prohibitions set out in 
Group 1. If they violate these regula- 
tions, trade practice conference rules 
or none, they can be proceeded against 
and, if found guilty, be subject to a 
“cease and desist” order with the en- 
forcement and punitive powers of the 
Federal Courts backing it up. It must 
always be borne in mind that the juris- 
diction of the Federal Trade Commis- 
sion extends only to those industries 
that operate in interstate and foreign 
commerce, or whose operations directly 
affect such commerce. Failure to 
properly mark the boundary between 
“direct” and “indirect” relationship to 
Interstate commerce was one of the 





legalistic rocks upon which NRA 
foundered. 
The Schechter decision, which 


crushed NRA, did not outlaw the pro- 
hibitions contained in Group 1 rules 
promulgated by* the Federal Trade 
Commission, but merely said they must 
be confined to their proper sphere, 
namely, the field of commercial inter- 
course which the United States Consti- 
tution specifically authorized Congress 
to govern. 


New Lace Adjustment 
in High Style 


New York — Barney Drell, custom 
shoemaker and head of Drell, Inc., 45 
East 20th Street, is a combination of 
craftsman, artists and inventor. He 
designs a new shoe lace adjustment by 
means of sleeves so that the shoe lace 
itself cannot touch the foot but when 





Barney Drell demonstrates new lace ad- 
justment on a group of his fine bench- 
made shoes. 





drawn together makes a perfect ad- 
justment before the laces are tied in a 
bow. 

Just to prove that it could be done 
many ways, he shows eight types for 
Spring out of a collection of sixty 
models—using the patented method on 
registered designs. His philosophy in 
shoemaking is that as we become more 
prosperous, the American woman wants 
the “tops” and the greatest opportunity 
in the shoe business today is in the 
strictly custom-welt and custom-turn 


field. 


Square, Built-Up Leather Heel 
Newest Note in Military Mode 


LYNN, MAss.—In the forward march 
of square toes and heels, Gregory & 
Read Co. strike a smart new note with 
a squared all-leather heel. Patents are 
pending on this design, a hand-made 
heel which gives a custom appearance 
and military novelty to this important 
silhouette. “Top-Kick,” army nickname 
for the top sergeant, is the 19/8 ver- 
sion. “Cadet” is the 12/8 heel. Both are 
shown on square-toed lasts, in a va- 
riety of models, of which the broad 
strap and grosgrain-trimmed Colonial 
are outstanding. 





Tacoma Retailers Hold Elections 


TAcoMA, WAsH.—Election of new of- 
ficers marked the inauguration of the 
Fall season for the Tacoma Shoe Re- 
tailers Association. Ernest Niles, of 
Stewart’s Orthopedic Shoe Co., was 
chosen president, and will lead the as- 
sociation members through the mer- 
chandising problems of the ensuing 
year. 

Other new officers chosen are Tom 
McElwain, of McElwain’s, elected vice- 
president; and P. K. Friesen, of Lloyd- 
Friesen Co., elected secretary-treasurer. 

A spurt of enthusiasm ushered in the 
new merchandising season at the re- 
cent election and dinner held in the 
junior ballroom of the Hotel Winthrop 
of this city. The association plans 
regular monthly meetings and addresses 
by speakers, on business subjects of 
great interest as well as the solution 
of shoe retailing problems. 
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Women's Shoes 





KU SH-IN-EZE 


HAND TURNED 


v waren, WY 
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Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 















WALK TESTED 

LUMBARD TURNS 

Modern Turn Shoes That Fit 
Se WILL NOT GAP 

net y KidNew “SHORT BACK” Last 

tock 39 STYLES Send for 

IN STOCK eatalog 
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“HIGHEST SRADE ONLY” 


CAST WEYMOUTH, MAS 
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Children's Footwear 


ll a eel 





MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Seles.. 0-3 
tatermediates 
Flexible Hard Soles 2-6 

Send for In-Stock 
Catalog 
MRS. DAY'S IDEAL BABY 
SHOE Ce 


Lecust St. Danvers, Muss. 




















Spain to Direct Nash 
Department 


PASADENA, CAL.—When the F. C. 
Nash & Company department store, 
now being practically rebuilt in an ex- 
tensive modernization program, is com- 
pleted, the beautiful new shoe depart- 
ment will be under the direction of 
Jim Spain, who has made an outstand- 
ing success of his departments in the 
Harris Company store at San Ber- 
nardino and at Redlands. The depart- 
ment here will be under the direct 
charge of a local manager, Mr. Spain 
continuing to reside at San Bernardino. 








High School Girls in 
Prettiest Feet Contest 












Two high school misses competing in the shoe 

dealers’ contest to find the prettiest feet in 

the schools of Salt Lake City. The boys are 
the judges. 


SALT LAKE City, UTAH—Girls in the 
high schools of Salt Lake City compete 
each year in a “Prettiest Feet’ contest 
sponsored by the shoe stores cooperat- 
ing in a “fashions for school wear” 
promotion. The boys take part in the 
contest as judges, prominent students 
—the presidents of student bodies, or 
cheer leaders—receiving these appoint- 
ments. The modern Cinderella holds the 
“prettiest feet” title for a year and 
likewise is given the selection of a beau- 
tiful pair of shoes. Albert Clayton, 
shoe buyer at Zion’s Co-operative Mer- 
cantile Institution, one of the sponsors, 
declares the contest is a winner in point 
of sales of high school shoes. 





Edison Bros. Open New Branch 


KANSAS City, Mo.—The Baker Shoe 
Company, one of a chain of stores 
operated by the Edison Bros. Stores, 
Inc., St. Louis, will soon open its fifth 
store in this city, at 1112 Walnut 
Street. This location was formerly oc- 
cupied by the Lerner store. It has been 
placed under a long term lease. Ex- 
tensive remodeling is being done. When 
completed, the front of the building 
will be the newest on that side of the 
block, several of the others there hav- 
ing been remodeled in recent months. 

This block, according to R. F. Moseley 
of Moseley & Company, who negotiated 
the lease, probably has improved more 
than any block in Kansas City in the 
last five years. The traffic check, Mr. 
Moseley said, has increased from 28,000 
pedestrians daily five years ago to 40,- 
000 now, as disclosed in a survey which 
the real estate firm conducted. 

Another lease negotiated by the 
Moseley organization for Edison Broth- 
ers was in Lincoln, Neb., where a three- 
story building was placed under lease 
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TRADE MARK REGISTERED 
® 


The exceptional qualities of 
Van Tan Innersoles—superior 
flexibility and cool, cushioned 
resilience—are not the tem- 
porary results of softening 
after tanning, nor the appli- 
cation of greases that im- 
pair the absorption of per- 
spiration. They are the 
permanent results of an 
original and carefully 
planned tannage that makes 
Van Tan superior to all other 
innersoles. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 














































































for the Baker Shoe stores. The Lincoln 
lease raises the number of such trans- 
actions handled by the Moseley organ- 
ization for Edison Bros. to more than 
twenty, Mr. Moseley said. 


C. H. Alden Opens 
New York Office 


New York—C. H. Alden Company, 
nationally known makers of high-grade 
men’s and boys’ shoes, announce the 
opening of their New York office in the 
Salmon Tower Building at 11 W. 42nd 
Street, with S. Grant Stone in charge. 
In addition to the regular Alden |ine, 
four patterns on the Doctor A. Reed 
Movable Arch Shoe will be carrie in 
stock and displayed at the new Gotliam 
sales room, as well as Alden’s latest in- 
novation, the new Ply-Tred Flex Shoe, 
with non-curling insole, which also «on- 
tains the moisture absorbent feature. 

Mr. Stone, in addition to covering the 
greater New York territory, also covers 
























and Washington. 













E. J. White Represents 
Central Shoe Co. 


SAN ANTONIO, TEx. — Edwar! J. 
White, formerly with the Hood Ru ber 
Products Company, has taken over the 
San Antonio territory for the Cer (ral 
Shoe Company of St. Louis, Mo. Mr. 
White is making his headquarters at 
the Prudential Hotel in San Antonio. 
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Replaces Store Damaged by Fire 


— 4 


FARGO, N. D.—Replacing the former store which was damaged by fire June 9, the new 
R & G Bootery was reopened last month at the same location, 302 Broadway. It is modernistic 
in decorative theme, as the photograph shows, the prevailing colors being Burgundy, soft gray 
and white. Lighting is indirect. Burgundy and gray rugs comprise the floor coverings. The 
chairs are chrome plated, with bone white leather cushions. 

The store dates back to 1918 in its present location. Fred G. Green is sole owner and 
manager and the sales staff comprises eight persons. : 





L. Fein Opens New 
Family Shoe Store 


PHILADELPHIA, Pa.—In time for the 
Fall selling, L. Fein has_ recently 
opened a new family shoe store known 
as Fein’s and located at 412 E. Wyo- 
ming Avenue. Mr. Fein states that 
since his opening in August, his busi- 
ness has exceeded his expectations and 
is progressing very favorably. 


Jack Fishman Moves 
to Larger Quarters 


New YorK—Jack Fishman, designer 
and shoe stylist of Practical Shoe 
Fashions, formerly located at 100 Fifth 
Avenue, announces the removal of the 
firm to new and larger quarters at 347 
Fifth Avenue, Suite 800, opposite the 
Empire State Bldg. 

Mr. Fishman has built up a reputa- 
tion of styling pullovers of the volume 
type that are practical in construction. 
His success and increased demand for 
his creations has necessitated his mov- 
ing into more spacious quarters to ac- 
commodate his growing business. 


Podiatrist to Give 
Educational Courses 


New York—Dr. Arthur J. Weiss- 
blatt, podiatrist, is giving’ an educa- 
tional course, at 358 Fifth Avenue, 
every Thursday evening, commencing 
Thursday, Oct. 10 at 8 p. m. This 
course will cover all the scientific facts 


regarding the foot with relation to shoe 
fitting. 

The course will include the study of 
the anatomy, physiology, and circula- 
tion of the foot. All structures will be 
referred to by their medical names, and 
the unit as a whole will be discussed 
from a functional standpoint. The shoe- 
man will thus be made familiar with 
the medical terms and conditions so 
that he will be able to understand and 
scientifically fill a doctor’s prescription. 

The free lectures are open to all shoe 
men without obligation or charge. 


Celebrate 41st Anniversary 


Sioux City, IowA—Forty-one years 
ago, September 17, Charles Harstad 
and H. A. Halseth formed the H. & H. 
Shoe Company. On Sept. 17, 1935, they 
celebrated their 41st anniversary of be- 
ing in business at the same location. 
Favors were given away to the women 
that visited the store on the anniversary 
day. 

At the time the two men formed the 
partnership they comprised the entire 
staff of the store, whereas the person- 
nel now totals seven. Mr. Harstad was 
and still is the president and general 
manager of the store, and Mr. Halseth 
is secretary and treasurer. 

Mr. Harstad points out that the store 
has never changed its policy of doing 
business the entire 41 years of opera- 
tion. When they started in business 
the best shoes sold at five and six 
dollars, compared with the $12.50 top 
price they now have. 
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Draaoe maar 
REG U S PAT OFF 


REAL SHOES 


9 styles » » » » 


62 different sexes 
AAA to C > > » » 


Genuine Goodyear 
Welts > >» » » 


TO RETAIL AT 
$3.45 


AT A REAL PROFIT—PLUS 
TERMS 57,30 DAYS, NET 31 


At the Chieago Shoe Fair—Jan. 5 to 9, 1936 
Palmer House 836-838— Morison Hotel 335 














JUVENILE 


SHOE CORPORATION 
OF AMERICA 


710 NORTH TWELFTH BLVD. 
SAINT LOUIS, MISSOURI 
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Riding Boots 


i ieee 


Headquarters 


A complete line of Riding, 
Field and hpur Boots. 
Cowboy Boots and Boot Shoes. 
Boots to meet your every 
demand in style and price. 


Our large floor stock 
neans quick service 


KIRKENDALL | 
800T COMPANY 
Omaha, Nebraska 
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NO MORE TARNISHED 
SHOP WORN 
SILVER SHOES 


The new 


SHU-PRIM 
SILVER POLISH 


and repairer restores them to original 
brilliancy in an instant. Easy to use. 
Economical. Positive results. Suc- 
cessfully used by large manufacturers. 
Retails for 50 cents. FREE sam- 
ple—enongh to restore your present 
stock of silver shoes—with every gross 
order of Shu - Prim 
cleaners. There is a 
Shu - Prim cleaner 
and dressing for 
every type of leath- 
er. Write today for 
trial assortment of 3 
dozen at $1.50 per 
dozen. 


SIGNAL 
CHEMICAL CO. 


791 Tremont St., Boston 























Fleming Appointed Manager 
SEATTLE, WASH.—Newest of Seattle’s 
shoe outlets for men’s shoes is the re- 
cently established and equipped shoe 
department of Scott’s Clothes Shop, 
Inc., located at Second Avenue and 


University Street. V. J. Scott, presi- 
dent of this Seattle retail clothing 
- store, has announced that the new de- 
partment will be under the direction 
and management of C. E. Fleming, long 
identified with the shoe merchandising 
industry. Mr. Fleming has already 
taken charge, featuring nationally 
known lines of work, dress and school 
shoes for boys. He will also handle a 
well-known line of comfort shoes. 





- 
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Little Rock Store 
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1935 


Modernized 
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A front view of the newly enlarged Kempner's Shoe Store in Little Rock. The 
new front dominates the center of the block with its black carrara glass and 
alumalite strippings and sash. 


LITTLE Rock, ARK.—An enlarged 
Kempner’s Shoe Store opened in Little 
Rock in a newly remodeled and re- 
decorated shop. With the greatest of 
pride and pleasure, the Kempners— 
D. W., M. J., A. J. and J. M.—present 
the new store as the most modern con- 
ception of service, with the slogan: 
“Truly the Shoe Store Ahead.” 

The Kempner Shoe Store was found- 
ed in 1892, with a 15-ft. frontage and a 
depth of 40 ft. Today’s store dominates 
the center of a block—enlarged in size 
and modernized in front and interior. 
The entire front is black carrara glass 
with alumalite strippings and sash. 
Two sets of double metal doors make 
the entire front a harmony in metal 
and glass. In order to make the neces- 
sary changes in the front, the windows 
were recessed 10 ft. additional—utiliz- 
ing the space formerly a lobby on the 
inside. The construction of the win- 


dows is severely Continental, with « 
very low ceiling and high flooring. 

Kempner’s enlarge the traffic of cu-- 
tomers (and profits) by leasing the en- 
tire second floor to ready-to-wear and 
millinery organizations; and in addi- 
tion leased the front balcony to a 
beauty parlor. 

Six-page announcements in the 
Arkansas Gazette and Arkansas Dem,- 
crat tell the story of the store and em- 
phasize the fact that the present sales 
staff has an experience of 284 years of 
courteous service and constant employ- 
ment by Kempner’s; the youngest mem- 
ber boasting 11 years and the oldest 
37 years. “Each and every member is 
truly an expert in his line.” The total 
number of years under Kempner of :i!! 
the present employees is 442—or an 
average of 19 years to the person. A 
list of nationally advertised agencies 
was featured in the advertisements. 





Woolens Increase Suede Sales 


DENVER, COLO. — Woolen popularity 
this Fall will increase the sale of suede 
shoes as no other fabric can possibly 
do. Such is the belief of W. C. Norton, 
buyer in the shoe department of the 
Neusteter Company, department store, 
720 Sixteenth Street. 

In reviewing the first part of the 
season, Mr. Norton has these things to 
point out: 

“Women are turning to things more 
stylish this Fall, and at the same time 
they are disregarding price almost en- 
tirely. They are beginning to judge 
shoes like they would a race horse. One 
doesn’t get the impression of flashiness 
when he looks at a valuable pacer; he 
sees instead smartness and harmony. 

“‘Woolens have done much this year 
to bring in suedes. Women want some- 
thing soft to go with their heavy 
dresses. Patents or the like would be 
as out of place as harness on a race- 
horse. Chinese heels are proving popu- 
lar, as are large buckles and soft braid. 
Although black is outrunning every 
other color, burgundy and green are 
coming in fast. 

“Monk straps are proving popular in 
the softer toned shoes, and alligator 
straps are going well with the younger 
set. 


“What will prove popular later in 
the season depends almost entirely upon 
what kind of fabrics will be made popu- 
lar by the manufacturers.” 


Shoe Company Purchases 
Two Buildings 


HosBokEN, N. J. — The A. S. Beck 
Shoe Corp. of 139 Duane Street, New 
York, has purchased the two store 
buildings at 216-18 Washington Street, 
Hoboken. The buildings are of brick 
construction, four stories high and 
cover a plot 50 x 150. The buyer has 
been occupying the store at 218 under 
a twenty-one year lease made by So! 
Lubash, a former owner, from March |. 
1929, at a rental of $7,200 a year fu 
the first seven years, $8,000 a year 
for the following seven years an 
$9,000 a year thereafter. 

The buyer took over the proper; 
subject to a $133,125 mortgage held by 
the Trust Co. of New Jersey. The 
deed had affixed revenue stamps in- 
dicating that the seller received $8,()0() 
over the amount of the encumbrance-. 
The land is valued for taxation at $6:'.- 
000 and the land and building °*' 
$110,400. 
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Trade 


Literature | 4 A FEATURE SHOE 


Thompson Bros. Issue | 
New Catalog | g 
THAT 


BROCKTON, Mass.—An unusual Fall, 
32-page catalog, just released by 
Thompson Bros. Shoe Co. of Brockton, 
Mass., features 82 in-stock patterns 
which are listed as proven sellers and 
taken from a wide variety of lasts and 
patterns which prove so successful for 
this well-known South Shore factory. 

The catalog, which features the regu- 
lar Thompson line, also carries an 
elaborate display of the company’s Dr. 
George R. Davis Anti-Friction Shoe, 
which is adjustable by lacing. This sec- 
tion is followed by the illustration of 
six women’s patterns created by Thomp- | 
son Bros. for women, and containing 
the Dr. Davis feature. 

The attractive Thompson Coopera- | 





™ noel BUILDS 
i 


men 











BUSINESS FOR YOU 


Your customers have been educated to look for 
foot protection and foot health in their shoe pur- 
chases. The Doctor Shoe meets every require- 
ment of this growing market . . . the ideal shoe 
for weak arches, for feet hard to fit, or that re- 
quire corrective measures, yet sacrificing nothing 
in style or smart appearance. 








THE DOCTOR SHOE TO RETAIL $7.50 TO $9.00 


tive Advertising Plan, consisting prima- | 


rily of consumer booklets, direct mail, 


and other dealer help material, together | | 


with mats for newspaper advertising, 
is presented in detail. 


Shoe Store Supply ( Catalog 


No. C2089 — Metro- 
politan. Black Albi- 
on Grain, Leather 
Heel McAfee. 


No. C2087—Same in 
Brown Albion Grain. 


No. C2029 — Metro- 
politan. Black Cus- 
tom Calf, Rubber 
Heel. 

No. C2027—Same in 
Brown Custom Calf. 
No. C2019—Same in 
Black Kid. 


New York—Lyons and Company, | 
122 Duane Street, have published a | 
72-page “silent salesman” covering 
their various lines of shoe store sup- 
plies. This business was founded in 
1900 by the late Harry Lyons and is 
today conducted by his two sons, Mer- | =| 
vin E, Lyons, Clarence B. Lyons and | |. -. 
Henry Moebus. | | 

The present catalog has been espe- | 
cially designed for the buyers’ con- | | *!°\\QwoaKeRSUNION 
venience in selecting his needs with | |. Py, 

ry 


THE RACINE SHOE TO RETAIL $5.00 TO $6.50 
CATALOG SHOWING 186 IN-STOCK STYLES 
WRITE OR WIRE FOR DETAILS 











the least possible doubt and delay. | ye A. 


Numerous pictures make it easy to | va 








visualize the various items and the | 
descriptions are plainly set forth. 


Novel Carton Insert 


Worcester, Mass. — A paper com- | 
position and unusually novel shoe horn, 
of paper thickness and easily carried 
in the vest pocket, is being distributed 
to dealers served by the Heywood Boot 
and Shoe Company of Worcester, Mass. 
This novel shoe accessory, made of a 
new paper composition, is non-tearable, 
and contains a message about this well 
known shoe company’s corrective foot- 
wear line, and might well be regarded 
as among the smartest features for 
dealer distribution developed to date | 
this season. 














Store Furniture Catalog 


St. CHARLES, ILL.—Modernizing and | 
beautifying the interiors of retail 
stores are exceptionally well illustrated | 
in the new catalog of The Howell Com- 
pany, St. Charles, Ill. “Modern Chrom- 
steel Furniture” is the name of this | 
cata'og, and it contains ideas and sug- | 
gestions that should prove interesting 
and valuable to retail dealers. Copies 
will be glady sent on request. 
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SHOE MANUFACTURING COMPANY 
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WHERE 
TO 
BUY 
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Men's and Women's 
Slippers 


i i Ll 


EVANS’ SLIPPERS 
Hand Turned, Cement 


or Padded Sole | 
For Men, Women, Children 


a 
A 
A 
- 


77 Styles in Stock 


Send for ome 


L. B. EVANS’ SON Uv. 
Wakefield, Mass. 
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Shoe Trees 
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QUICK PROFIT ITEM - 90: 


SIMPLEX SHOE TREES as 
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Obituaries 


Warren Greene 


SEATTLE, WaSH.—Leader in Seattle 
and Northwest shoe circles for many 
years, Warren Greene, former shoe re- 
tailer and for many years president of 
the Currin-Greene Shoe Manufactur- 
ing Co., of Seattle, died suddenly at 
Swedish Hospital in Seattle, after an 
illness of three days. His passing is a 
shock to shoe fraternity of this city, 
as well as in Alaska, where he was well- 
known, and where he had developed a 
considerable shoe business. 

Born in New York on Dec. 11, 1860, 
he was close to 75 years of age. He 
had dedicated this long life ‘to, ‘the re- 
tailing and then the manufacture of 
shoes. He entered the shoe business 
first in New York in the eighteen- 
eighties, having, with a partner, three 
shoe stores, an early chain, in New 
York State. 
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Fair Visitors Seek Foot Relief 





Foot Relief Headquarters at the San Diego Exhibit, San Diego, Calif., where 
Dr. Scholl's Foot Comfort appliances and remedies are made available to 
thousands of foot-weary visitors. Walking amidst the splendors of Old Spain in 
the. beautiful surroundings of this San Diego Exhibit takes its toll on the feet even 
when they are normal. But since seven out of ten people have foot troubles, one 
can realize why this booth has become a Mecca for Fair visitors day after day. 





At the beginning of the so-called 
“Gay Nineties,” Mr. Greene and his 
bride came to Seattle to enter business. 
He established a retail shoe store in 
the Puget Sound metropolis, and mer- 
chandised shoes for many years, par- 
ticipating in the great trek to Alaska 
and the Klondike region which occurred 
while he was in business, and many 
new outfits of heavy shoes were re- 
quired for the erstwhile prospectors 
flowing through this city. 

In 1908, Mr. Greene founded the Cur- 
rin-Greene Shoe Manufacturing Co., 
which has recently expanded by a new 
factory wing in Seattle, while still 
pushing footwear into the Alaskan ter- 
ritory, and manufacturing many types 
of footwear for a large Northwestern 
trade. 

Besides a wide circle of friends in 
the shoe industry, Mr. Greene leaves 
many confreres in the United Com- 
mercial Travelers, of which he was a 
charter member, and in the Society of 
Mayflower Descendants, of which he 
was a member, since his forebears 
came over on this vessel, and also 
among the members of the Broadmoor 
Golf Club. 

The shoe company president, despite 
his age, had been in the best of health 
recently, playing golf only a week ago. 
But last Wednesday he suffered a heart 
attack and was taken to the Swedish 
Hospital. He appeared to be improv- 
ing, but he died in his sleep. 


Leland Mayer 


ALBANY, N. Y.—Leland Mayer, shoe 
merchant operating an I. Miller agency 
in Albany for about six years, passed 
away recently at the age of 29. Leland 
Mayer or “Lee” as he was known to 
his friends, was the son of Sol Mayer, 
a well-known figure in the shoe trade. 
He was of the new school of shoe men 
with well developed and progressive 


ideas which he carried out in his store. 

He is survived by his widow and a 
three-year-old daughter. 

Universally mourned by merchants 
and friends, his early death was a 
subject of comment and condolence at 
the New York Shoe Retailers’ Conven- 
tion. 





YOU CAN BUY 


GOOD IDEAS 


ONLY 2¢ EACH 


Impossible! No it’s not! 


There are 50 good ideas for shoe 
promotions in this new book, spe- 
cially prepared for Fall, 1935, 
for use during September, Octo- 
ber and November. 


50 IDEAS for s 
FALL SHOE 
PROMOTIONS 


' 

+ BOOT AND SHOE RECORDER 
| 239 W. 39th St., New York, N. Y. } 
| Enclosed is one dollar. Send me 50 
' FALL PROMOTION IDEAS. 








freee without remittance will 
it C.0.D. plus postage. 
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Louis D. Webber 


BEVERLEY, Mass.—Louis D. Webber, 
of Bray, Stanley & Webber, who made 
shoes in Beverly and later in Boston, 
died last week, at the age of 69 in his 
native town of Searsport, Me. He held 
membership in several Masonic bodies. 
He is survived by his wife and two 
brothers. 


John Wilson 


PROVIDENCE, R. I.—John Wilson, for 
several years manager of John the 
Shoeman, large retail shoe outlet, was 
found dead the evening of Sept. 14 in 
his automobile. 

Mr. Wilson, since disposing of the 
shoe business, had been an official of 
the Big Chief, large super market, 
where he operated a large shoe section. 
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J. Edwards & Co. 
Don't Retail Shoes 


PHILADELPHIA, Pa.—In order that 
there may be no confusion in the minds 
of the trade after the reading of a 
news item in the Boot AND SHOE 
RECORDER of Sept. 21, announcing the 
opening of a new shoe store in Bir- 
mingham, Ala., as The Edwards Shoe 
Store, and stated to be a link in the 
chain of The Edwards Shoe Company, 
the Philadelphia manufacturing firm 
of J. Edwards & Co. of this city, 
makers of juvenile footwear, desires it 
to be understood that they are shoe 
manufacturers only. They have no in- 
terest in any retail enterprise of any 
character, and are making shoes and 
distributing them to the market only. 
The Philadelphia house has no interest 
in the shoe store chain spoken of in 


the a — Sept. 21, and has Q% 
, | STA-TITE gives MORE 


William L. Livingston Heads There's power in the claim “longer-wear"—whether in tires or heels. 
Michigan Convention Committee Panco Sta-Tite heels deliver nearly twice the wear—twice the resilience 

DeTRoIT — William LL. Livingston, of any other heel because of the exclusive patented wire mesh construction. 
president of R. H. Fyfe & Co., has at- The provable advantages of Panco Sta-Tite Heels are a powerful aid in 


cepted the general state chairmanship | ° ° ° 
of the 1936 convention of Michigan selling shoes and making satisfied customers. 


Retail Shoe Dealers’ Association, which 

will be held in Detroit Jan. 12 to 14. PANTHER PANCO CO. cuetsea. mass. 
Mr. Livingston is easily the dean of ac- ; 
tive Detroit shoe men and is one of the 
original Fyfe employees. He started 
with the organization as messenger 


* 
boy and has been employed there over 
half a century. (AN IN| 


Features Comfort in Style Shoes - 
DETROIT, MIcH.—Advertising stress- 

ing comfort in style shoes was used - 

recently by J. L. Hudson, largest 

Detroit department store, in a three- 


column, fifteen-inch ‘advertisement. 


Cuts of three shoes were used, with 
an unusually elaborate amount of text 
matter, showing a definite return to (Z eG AS) 
the idea of full descriptive text with 
advertising. 
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Dancing and Bowling Shoes 


Ah 6S er Se 


BOWLING SHOES 
PRICE 
Wen’s Women's Oxfords- 
*$.35 $2.25 5e less 
Combinatien Sele 
Rignt Feet 
Rubber Sole 
Bubher Heel 
Loft Feet 
Buckskin Sole 
BROOKS SHOE mFG a wei 
. CO. 
Swenees & Ritver Sts., Philadelphia 








Buy a Nationally Known Brand 
bowling shoes. 


We carry everything _ 
Write for price fist. 





In dancing shoes, also 
& complete tine of 

ROVICK THEATRICAL SHOE CO. 
Manufacturers 325 W. Madison St., Chicago, Ili. 











la i ie Re te ee 


Dancing Shoes and Taps 


APO OF Fe ee Pe OP ee ee eee eee 


BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-C 22-8 
$1.55 


Misses’ 
A-B-C ti'2-2 
$1.45 


Owens SHOE Co. 


——— 28 Goodhue St., Salem, Mass. 








TAP SLIPPERS 
IN STOCK 
Patent Leather 
Hand TURNED 
With Aluminum Taps attached 
$1.75 


Without Taps (Fine 
House Shoe) $1.60 
eRoeks SHOE 


Swanson & Ritner 
Phila., Pa. 














Retail Merchants Sponsor 
Trade Week 


MONTGOMERY, ALA. — Greater Mont- 
gomery Trade Week, sponsored by 
Montgomery Retail Merchants Associa- 
tion and with a proclamation from 
Mayor Wm. A. Gunter, took place here 
September 16-21 with a great many 
stores participating, most of the de- 
partment stores, Covington Shoe Co., 
Vanity Boot Shop, Kinney’s, Sears 
Roebuck and Co., Cinderella Shop, 
Britt-Wise Shoe Co., and Rubin’s Shoe 
Store, were among the number. 
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Contest Advertising and the Law 


[CONTINUED FROM PAGE 24] 


purchase is a great offender. It’s often 
just “cut price” in another form. 

If the bartender (pardon, counter- 
man) in a “tavern” gives me “one on 
the house’—that’s all right. I know 
he’s “covered”—but I don’t mind. But 
when a store offers a bag “FREE” 
with a shoe purchase—I wonder who is 
paying for the bag—especially when 
the offer is made in season, 

When a shoe store begins to give 
FREE goods continually or frequently, 
the first appeal (assuming the offer is 
on the square) is to bargain hunters, 
and some people who know and appre- 
ciate values. After the “special deal” 
is dropped the bargain hunter goes 
wherever the next bargain beckons. If 
the “special deal’? continues on and on, 
it is no longer a bargain to the bargain 
hunter, then the latter grows skeptical 
and leaves it alone. 

It’s the same old story of “price hol- 
lering” dressed up in different clothes. 
Eventual'y the store loses out, because 
it can’t keep on hollering louder than 
ever before—the store and the mer- 
chandise have been DISPARAGED in 
the minds of the public. 

A good old department store in New 
York, that still could do a good neigh- 
borhood business, has insisted on con- 
fining its advertising to monthly “Dol- 
lar Day” circulars. Today the store is 
registered locally as a Dollar Store—a 
cheap place to go for something of no 
special importance. The quality stand- 
ing is shot. 

Contests, premiums and all these 
other stunts are but advertising—they 
can either help to create prestige and 
profit, or they can wreck both! 

The public expects certain things 
from a good shoe store—FIT, QUAL- 
ITY, STYLE, VALUE, SERVICE. 

Advertising—in any form—that en- 
hances these things in the minds of 
prospective customers is good advertis- 
ing. 

Advertising—in any form—that DIS- 
PARAGES these things in the minds 
of the public is BAD ADVERTISING. 

A legitimate percentage of the gross 
business can and should be spent in 
advertising—but any plan, stunt or 
idea that goes beyond that legitimate 
figure must take its cost, either out of 
the profits, or out of the quality of the 
merchandise. 

You can’t fool the public with in- 
ferior quality very long, and you can’t 
conduct a prosperous business without 
profit. 

As one of the oldest and wisest shoe 
merchants I know has so often said: 
“You may out-smart the other fellows 
this month, but next month they will 
out-smart you—and eventually you all 
lose.” 

National promotions—such as Fall 
Shoe Opening, Foot Health Week and 
Sport Shoe Week have launched a new 
era of constructive cooperative adver- 
tising. They are leading the way to the 
more complete use of the profitable 


type of shoe promotions, placing th« 
emphasis of the pubicity on _ those 
things that build better, more satis- 
factory and profitable shoe business. 


Ault Joins International 


MANCHESTER, N. H.—Charles Ault. 
for many years head of the Ault-Wi! 
liamson and Ault-Shackford Shoe Com 
panies of Auburn, Me., is now assv 
ciated, in an executive capacity, wit! 


CHARLES AULT 


the eastern headquarters of the Inter 
national Shoe Company in Manchester. 
He is in charge of styling, merchandis- 
ing and sales of the women’s and chil 
dren’s shoes made by the Interstat: 
Shoe Company Division of Interna 
tional. 


Program for Evening Promotion 
[CONTINUED FROM PAGE 42] 


the same safe class. Now that so man) 
non-tarnishable lamés have been per 
fected, these shining fabrics have muc! 
more timely appeal in a season so 
strong on metallic dress trimmings. 

Metallic kids are a close second t 
fabrics. Gold has the edge in fashio: 
importance, but since silver is cheaper. 
silver is still volume. Velvet, especial! 
ly red velvet, is already a success in 
the high-style stores. And metal-shot 
brocades, in the intense “Casino” colors. 
are also being stressed in upper grad 
slippers. 

To all buyers, the established fashion 
of the higher-in-front evening dress i 
good news. In many of the newes' 
formal clothes, the instep and some- 
times even the ankle shows. This is th: 
reflection in evening clothes of th 
shortened daytime skirt. It’s the nex’ 
logical step after the slit skirts of las‘ 
season. And it keeps the spotlight 
turned on lovely evening shoes. 
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YOU CAN NOW INSTALL IN YOUR 
FOOTWEAR THE SMOOTH RUNNING 


a 
a 





Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 





KWIK 


SLIDE FASTENER 





which the United States Rubber Company 
has perfected and installed in all of its own 
footwear during the past eight years. The 
construction is different from that of any other 
slide fastener. The elements are polished and 
plated before they are assembled on their 
especially desiqned tape. They will not rus! 
or tarnish. Here is the ultimate in strength. 
Here is customer satisfaction. 


Manufactured since 1927 


U.S. RUBBER PRODUCTS, INC. 


Shoe Hardware Division 


WATERBURY « . “ONNECTICUT 








1 United States Rubber Company 


i 





Cycle of Style in Flat Pumps 


By ORVILLE ROMIG, Danville, Ill. 


Editor’s Note—Types of pumps referred to by 
Mr. Romig in this interesting anecdote are illus- 
trated in the Franklin Simon window, upper left 
hand corner, page 20. 

Scientists say all things travel in 
cycles. That is surely so of shoe styles. 
Turned to page 26 of July Harper’s. 
One news note said this: “Ran into 
Mrs. Birdie James in the men’s shoe 
department buying for herself the 
smallest size men’s dancing pumps 
with grosgrain bows.” 

May I reminisce? Nothing new under 
the sun. I left Brockport one Fall 
about 1918 with the freak of all freak 
styles in ladies’ shoes. It was a lady’s 
dancing pump made on the same type 
of last and pattern as men’s pumps. 

I had fought my good friend C. P. 
Lane, style man and superintendent of 
Moore Shafer Shoe Mfg. Co., for more 
than two weeks to get this style in my 
line. I had it made with yellow stitch 
welt sole and straight, broad, low heel. 
It had a black bottom and the shank 
was prettied with laid-ins of reddish 
tinge. 

Cuthbert, the Beloved, as we called 
him at that old-tithe wonderful shoe 
institution of Brockport, N. Y., had 
said to me when I left “You are the 
craziest shoe man we ever did have. If 
they kill you for having that men’s 


shoe in a ladies’ line I shall be glad to 
be first to send flowers.” 

“T’ll be puttin’ you on,” I said. 

I went up to Buffalo on the jerk line 
and took the Michigan Central right 
into Chi. Spread ’em at the old Palmer 
House and hiked right over to Curt 
Wolfelt’s. That was one of the swell 
shoe stores of those days in Chicago. 

Handsome Clarence Stevens, erst- 
while big man with I. Miller and later 
to be known as a Hollywood stylist, 
was “front man” for Wolfelt. He 
greeted me with: “Unless you have 
something so new it shrieks with siren 
volume don’t waste any time on me. 
We are running over the top with shoes 
now.” 

“I’ve one so new it crackles,” I told 
him. 

“See you at one thirty.” 

“T’ll be right there waiting,” I said. 

At one thirty he came, on the dot. 
He looked along the line without a stop 
until he came to this mannish shoe. 
Then he stopped like a horse that has 
seen its first auto. I thought he was 
going to laugh but he didn’t. He 
picked it up, turned it this way and 
that—then laid it on the floor and 
backed up to get a better perspective. 

“How many?” I said. 


“IT want Curt to see this. It is the 
first new thing I have seen in the sea- 
son’s whole catchy category.” 

Curt and he came at six and bought 
the new shoe four ways. One patent 
“as is.” One black Russia. One brown 
and one in natural linen. All with 
natural bottom finish and the linen and 
Russia with unfinished edges and heels. 

We delivered in five weeks and the 
shoe got instant popularity all over the 
land. Any old-timer will remember 
how long that craze lasted. No one 
knew just how it got the big impetus 
so universally. 

The item in July Harper’s makes me 
wonder if the mannish pump and ox- 
ford is on its way back. Stop, look and 
listen, shoe man. It may be the sea- 
son’s hot one. 


Southeastern Shoe Travelers 
Plan Style Show 


ATLANTA, GA.—At a recent meeting 
of the recently organized Southeastern 
Shoe Travelers Association, a _ style 
show was planned, which will be held 
at the Selwyn Hotel in Charlotte, N. C. 
This will be the first style show held 
by this new organization, which in- 
cludes in its membership shoe men from 
practically all the southern states east 
of the Mississippi River. The dates 
of the show will be January 13 and 
14. 
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Shoe Shop Goes to the Home 


SEATTLE, WasH. — If the mountain 
would not come to Mahomet, then Ma- 
homet had to go to the mountain. And 
this is the text for Lindberg and Son 
in West Seattle, Wash., who bring their 
shoe store service to the home and fit 
the feet of those who find it impossible 
or impracticable to come to their foot- 
wear headquarters at 2628 California 
Avenue, on Seattle’s West Side. 

Lindberg and Son have been cater- 
ing this September to first steps in 
footwear, and to school children need- 
ing outfits for reopening of school. 
Mothers with several small children 
have found it inconvenient to ca'l at 
the Lindberg store to have families 
outfitted—but must need stay home. 

A phone call brings a representative 
of Lindberg, and from conversation 
over the telephone anent sizes and 
styles, he brings a number of just the 
right sort of footwear in his special 
car, from which selections may be made 
and the foot accurately shod. 

This neighborly sort of service is 
proving a popular extension of the shoe 
store’s merchandising on the neigh- 
borly West side of the Puget Sound 
metropo'is. Many sales are made in 
this direction, while prospects concen- 
trate rather on the few pairs of shoes 
brought, than upon the wide range of 
stock found in the store. 

Sales are made often in the home 
that could not have been made at the 
store, since the customer could not find 
the opportunity, due to various per- 
sonal circumstances and handicaps, to 
come down to the retail shoe outlet on 
California Avenue, and make the nec- 
essary selection. 

It is the “spirit of the sale” that 
ecounts—the desire to sell and be of 
real service to the community. And 
within the purlieu of the neighborly 
shoe store of the Lindbergs, it is re- 
flected in carrying shoes and fitting 
into the home, for greater satisfaction 
of West Seattle friends and customers. 


Suedes for Men in Denver 


DENVER, CoOLO.—An avalanche of 
men’s suede shoes is making its appear- 
ance on Denver streets this Fall. 

R. O. Mattingly, shoe buyer at the 
Gano-Downs Company, Sixteenth Street 
at Stout, is convinced that suedes for 
men and patent leathers for women 
will be the dominant styles all through 
the season. 

In view of the early popularity of 
suedes and patents, Mr. Mattingly is 
allowing patrons to call for them while 
he concentrates on other styles. He is 
pushing the slower-moving lines by 
showing them all. 

The one admonition he gives his men 
deals with decorations and displays. In 
trying to push slow stock in the face 
of popular styles, Mr. Mattingly warns 
against overcrowding displays. He be- 
lieves that this fact is largely responsi- 
ble for dead stock. 
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Gives School Telilete 
With School Shoes 


Detroit, MicH.—Nathan Broder, 
owner of the Broder Boot & Shoe Shop 
on Mack Avenue, Detroit, has a new 
idea in give-aways. It is “A school 
tablet free with every pair of school 
shoes for children.” 

The idea is prominently advertised, 
especially at the opening of each term, 
in his windows. The project costs very 
little and is one of the surest guaran- 
tees of continuing goodwill from the 
youngsters as well as from their 
parents who are usually faced with the 
problem of buying stationery at that 
time. 





MEAT AND LEATHER PRICES 


Meat prices and leather prices have some- 
thing in common and the rise and fall of 
one or the other has a bearing on the price 
levels of both. 

C. O. Sherrill, president of the American 
Retail Federation, says: 

“Government fiqures indicate that the in- 
dex number of the farm price of livestock 
has advanced 63 points from the extreme 
low of 1933, while the index fiqure of the 
wholesale meat prices during this time has ad- 
vanced only 44 points. e same Govern- 
ment fiqures show the profit made by 851 
meat-packing companies in the United States 
averaged last year about |'/2¢ per dollar of 
sales, certainly not an excessive fiqure. 
equally sma!l rate of profit is usually found 
in retail meat markets, so that the present ex- 
ceptionally high price of meat evidently 
comes from some other cause than profiteer- 
ing on the part of packers and butchers. 


"The Consumers’ Guide, issued by the De- 
partment of Agriculture and which is by no 
means over-friendly to either packer or 
butcher, says: ‘There is not as much meat to 
go round as there was last year nor as much 
as there was on the average of the last ten 
years. Not for fifty years has the number of 
hogs been as low as today’; yet the Govern- 
ment authorities deny that their policy, which 
required the slaughter of 5,000,000 little pigs 
last year, and which paid bounties to farmers 
for not raising hogs to force up the price, is 
responsible for the condition from which the 
consumer is now suffering. The fact is that 
the Department of Agriculture's policy of 
restricting production unfortunately fitted in 
too accurately with the drought of last Sum- 
mer, so that the combination of these two 
causes, working under the inevitable laws of 
supply and demand, has produced a serious 
shortage in meats and the high prices now 
found throughout the country." 





Takes Over Lakewood Store 


CLEVELAND, OHI0O—William P. Cerny, 
vice-president of the Zak Bros. Co., 
local retail shoe store operators, has 
taken over the Zak store at 14708 
Detroit Avenue, Lakewood, and will 
henceforth run this as his own indi- 
vidual enterprise. He will also continue 
his regular interest in the Zak organ- 
ization with whom he has been affiliated 
for 25 years. He was manager of the 
Lakewood store for over four years be- 
fore taking it over. 


N.S.R.A. of Canada to Hold 
Convention in Montreal 


MONTREAL, CAN.—A joint committee 
of Quebec and Ontario members of the 
National Shoe Retailers’ Association of 
Canada met in the Windsor Hotel here 
and unanimously voted in favor of 
holding the association’s next conven- 
tion in Montreal. During the past six 
years the annual conventions have been 
held in Toronto. 

The desire was expressed that the 
convention should be held in November 
but it was felt that should it be held 
in Montreal it should take place in 
January next. W. H. Mack, of Moni- 
real, national president, was in the 
chair. 

One hundred per cent of the retai!- 
ers are in favor of a suggested re- 
sale price for rubber footwear, it was 
reported. The opinion was obtained «i< 
the result of a questionnaire sent out 
by the Montreal Shoe Club, though the 
department stores and chain stores had 
not been approached. The president 
said the matter would be further pur- 
sued. 

George S. Hougham, national secre- 
tary of the association, in a brief 
address at the close, said he had wit! 
him a copy of the Price Spreads Com- 
mission report which had cost the 
Canadian taxpayer half a million dol- 
lars. “It is the best investment he has 
ever made,” Mr. Hougham said. “We 
are still too close to all the bickerings 
it caused to really appreciate its value, 
but I predict that it is going to make 
this a better Canadian nation.” 

Broadly speaking, he continued, he 
thought there were two alternatives be- 
fore business in Canada today. The 
most important was to treat that book 
seriously and try to carry out some of 
the things suggested there after 250 
days of investigation. “I warn you 
that unless we do this, and by treating 
our business and professions seriously 
attempt to raise their status, we are 
headed in the direction of the cor- 
porative State —either Mussolini’s or 
Stalin’s.”’ 


New Colors Selling in ‘Frisco 

San FRANciIscoO — Fall colors in 
women’s shoes have attracted great in- 
terest, Sommer & Kaufman of San 
Francisco report, stocks in dubonnet, 
green, blue and gray moving very fast 
and supp’ementing the usual Fall sales 
of browns and blacks. Sport shoes with 
low heels are attracting more interest 
also, although the flat heel vogue in 
street shoes has not taken hold in the 
West as reports indicate it has in the 
East. Color in sport shoes also is 
strong. 

In men’s shoes, definite interest is 
shown in brown, because of the brighter 
clothes being shown for men, and there 
is more interest in unusual styles in 
shoes. Bucko is very popular with c»!- 
lege men. This store, as many others. 
finds that “monks” are the strongest 
line just now. 
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Adlers Celebrate 
Founder's Day 


New YORK—To celebrate his father’s 
seventy-sixth birthday, with a real 
birthday party, Jesse Adler, president | (22. \W@RA 
of Adler Shoes, tendered a dinner to 
Jacob H. Adler, founder of Adler Shoe 
Stores, in which he is still active. 

Associated in the Adler Shoe Com- 
pany with Jacob H. Adler are his sons, 
Jesse Adler, Arthur H. Adler and 
Herbert M. Adler; his brother, Samuel 
Adler and his son, Edwin Adler. 

Four married daughters and their 
families, two sons and their families 
and Jesse Adler attended the dinner at 
the Folies Bergere on Tuesday night, 
Oct. 1. 

As has been the habit in the past, 
Jacob H. Adler presented each son and 
daughter with a $76 check; one dollar 
for each year he has lived. 

Jacob H. Adler was born in New 
York City seventy-six years ago and 
started the Adler Shoe Company forty- 
four years ago in Harlem. Adler Shoes 
for men has grown in size until today 
there are twenty Adler Shoe Stores in 
the metropolitan section, with six of 
the Adler family active and supervising 
same, 
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Busy on Heel Machine Dark Wine 


BostoN— Compo Shoe Machinery 
Corporation, Boston, Mass., is working 


extra shifts to produce the new wood 
heel machine which was recently intro- or Oo v ae 


duced. The company reports that 36 


of these machines have been installed 
in shoe factories, and that a heavy (= OY FA I I 
volume of further orders is in produc- IN STOCK 


tion. 


* As above illustrated, ‘“‘CLARKWOOD,”’ in Dark 
Chiropodists Unite in Business Wine Cordovan, represents a timely addition to our 


ATLANTA, Ga—Dr. G. T. Dowling extensive in-stock service. 
and Dr. John F. McConnell, well-known are : 
Atlanta. chiropodists, are now asso- * Other additions include Brown and Black Scotch 
ciated with each other in practice, with Grain (Clarkwood) — Brown Kiltie Calf and Black 


offices in the Mortgage Guarantee Scotch Calf, Wing Tip (Boulevard) — Russia Calf and 


Building. Both are members of the fac- : : 
ulty of the Georgia College of Chi- Gun Metal, Straight Tip (Boulevard). 


‘opody. : : 
ropody * Write today for new fall and winter catalog, for 


samples, or request that our salesman call with the 
Flats Prove Popular complete line. 


Wuite Puains, N. Y. — Flats are 
beng Bie big this Fall at the White er 

ains branch of B. Altman & Co., with 
oxfords predominating, according to THE GREATEST q = 
Richard A. Barnes, shoe department MODERN TIMES 
manager. He expects this trend will 
continue indefinitely. Dubonnet and 
green have been more popular this sea- 


son than ever before. Blacks and "[ HOMPSON BROS. SHOE Oo 


browns will, of course, displace colored 
FINE SHOEMAKERS 


shoes as the season advances. 


Contrary to expectation, alligators BROCKTON 


and leathers have been outselling 
suedes, Mr. Barnes told Boor & SHOE CAMPELLO, MASS. 


RecorpER. He added, however, that 


suede will probably come back into its BUILT-IN QUALITY FOR OVER FIFTY-FIVE YEARS 


own later in the season. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 





LINE WANTED 





S ALESMEN — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





If your territory is New York State, 
Eastern Pennsylvania, Indiana, Wis- 
consin, Missouri, lowa or Arkansas, you 
can have the fastest-selling Slipper 
Line in the Country. Straight Com- 
mission. 
THE GEO, N. COHEN CO. 

Slippers and Beach Sandals always at less 
81 Reade St. New York City 











UVENILE Salesman Wanted for nationally 

known line of high grade Children’s, Misses’ 
and Growing Girls’ shoes. Territory Arizona, 
New Mexico, Oklahoma, Kansas, Colorado, 
Utah and parts of Missouri and Nebraska. 
Reply with full details of present and previous 
connections, annual volume, names of accounts 
sold, age, references, etc. Address E-433, care 
Boot & Shoe Recorder, 209 So. State St., 
Chicago, II. 


EW YORK SALESMAN. One who _has 

personal connections with Metropolitan New 
fork accounts to cover New York, Brooklyn 
and several additional large Eastern cities with 
nationally known line of high grade Children’s, 
Misses’ and Growing Girls’ shoes. Side line 
arrangement satisfactory. Write fully—experi- 
ence, age, accounts sold, volume, etc. Address 
E-434, care Boot & Shoe Recorder, 239 West 
3%th Street, New York, N. Y. 











POSITION WANTED 


XPERT shoe fitter and salesman desires 

connection in men’s department. Formerly 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E. T. Wright & Co. Arch-Preserver 
School. Al references as to business ability 
and honesty. John J. Skally, 803 Church St., 
Mobile, Ala. 








HIROPODIST with ten years of shoe experi 
ence, licensed in New Jersey and Illinois, 
desires connection with orthopedic shoe store or 
department store. Have own new, wup-to-date 
equipment. Address E-435, care Boot & Shoe 
eal 239 West 39th Street, New York, 





OUNG man, 36. Expert fitter and buyer 

Seventeen years’ experience with independent, 
chain and department stores. Address E-436. 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 
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LINE WANTED 











Dakota. 





MINNESOTA JOBBER WANTS SHOE LINES 


WANTED—Lines of Women’s, Men’s and Children’s Shoes in complete 
price ranges, by aggressive, financially responsible footwear jobber covering 
Minnesota, Northern Wisconsin, Michigan Peninsula and North and South 


STRINGER FOOTWEAR CO. 
2295 University Ave., St. Paul, Minnesota 








SALESMAN, employed, desires. change to 
broader line. 15 years’ experience calling 
on department store, sporting goods, and_ shoe 
trade in Central West including Chicago. Draw- 
ing Account. Address E-440, care Boot and 
Shoe Recorder, 209 So. State St., Chicago. 
SALESMAN, ten years with leading manufac- 

turer, will change. Want for Missouri and 
Iowa extremely fast quality line popular_price 
women’s novelties or sport. Address E-439, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


HELP WANTED 


MANAGER wanted: Capable, aggressive young 
man. Buffalo Store specializing in women’s 
shoes. In reply give full details, age, salary, 
experience. Address E-441, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
Ni Ee 

















WANTED TO PURCHASE 


MARRIED man desires shoe store. will pay 
all cash if reasonable. Address E-437, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 

ADIES’ or ladies’ and men’s popular priced 

shoe store in Middle West. Give details. 
Address E-438, care Boot & Shoe Recorder, 209 
So. State St., Chicago, III. 











CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beek, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 
78 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








MERCHANTS’ NEEDS 








A PHENOMENAL SUCCESS 
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THE DUNDE SHOE RESHAPING 
MACHINE 

A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywher« 
are satisfied users. Send for catalog. 


DUNDE SHOE _ RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y 

















WANTED TO PURCHASE 











WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 








Phone Barclay 7-7887 New York City 


Buyers of Surplus Stocks 
We will buy surplus or entire stecks of shoe: 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New Yor: 
Phone Worth 2-5377 and 5378 




















address should be counted. 





The rate for ‘Position and Lines Wanted” 


CLASSIFIED ADVERTISING RATES 


advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per a” 
When a box number is desired twelve words should be added for the address. 


Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


ie Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gey 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








WEAVCO INTERNATIONAL, INC. 
manufacturers and designers 
Show Window Display Equipment 
Write for new catalogs and details 
214 INSTITUTE PLACE, CHICACO, ILL. 











Tendency Toward Better 
Grade Shoes Noted 


PORTLAND, ORE.—A decided tendency 
toward the better grades of shoes is 
being noted by Steve Wochos, who op- 
erates the shoe department in the Un- 
ger Shop. 

“The business is showing a very nice 
gain,” said Mr. Wochos. “The most 
interesting angle,” he continued, “‘is 
that the fast patterns are far outselling 
the more conservative types. This is 
remarkable, as the percentage of per- 
sons who buy shoes of these grades is 
relatively small in Portland in com- 
parison with Seattle or San Francisco. 

“We feel that with so few concerns 
playing these grades here, the ultimate 
outlook for a good business is encour- 
aging. Here we believe that a store 
which is catering to the fashion trade 
had best stick closely to that field. The 
older women who want a plain oxford 
are poor customers for us, even if they 
are willing to pay a fair price. For 
this Fall, all our energies will be de- 
voted to the style lines, with the 
throttle wide open.” 


H. A. Ballentine in California 


SAN FRANCISCO, CALIF.—H. A. Bal- 
lentine, of New York, vice-president 
and general manager of the Hanan 
and Son, Inc., shoe company, is making 
a short stay in California, dividing 
his time between the company’s stores 
in San Francisco and Los Angeles. The 
Hanan store in San Francisco, catering 
mostly to conservative customers, finds 
suedes in black and brown most popu- 
lar, with alligator trim meeting with 
good response. 


Installs New Chiropody 
Department 


ATLANTA, GA.—A chiropody depart- 
ment, with a graduate chiropodist in 
charge, is among the latest features 
and advanced services installed for the 
comfort of patrons, by the Davis & 
McLarty Shoe Company, 116 Peachtree 
Arcade, 

Widely known as distributors of the 
Enna Jettick line, the Davis & McLarty 
Shoe Store has built up an enviable 
reputation throughout this section. 
The Beverly, a new Enna Jettick model 
for the spectator sports outfit; is prov- 
ing one of the outstanding patterns 
for Fall wear, according to C. D. Mc- 
Larty, manager. 


THE PROFIT-FLASHER 
tells instantly the percentage of 
profit between any cost and any 
selling price. 


‘& I Cost may be either per unit or 
per dozen. 


st Pocket Size 


PROFIT-FLASHER 


FIGURES MARKUP /NSTANTLY 


EVERY BUYER NEEDS Al 
PROFIT-FLASHER 

It saves time. Prevents mistakes. 

Ten day money-back guarantee. 
Full instructions on back 

ORDER ENOUGH TODAY 
MURRAY C. FRENCH CO. 
540-16th St, Deaver, Colo. 











Bringing in the Men 
[CONTINUED FROM PAGE 19] 


and is still just as good today as when 
it originated. 

Two entirely different letters were 
sent in this instance, one to the men 
who had been buying the top grade 
and one to the balance of the store’s 
customers. 
ness of Lester was shown cartoon 
fashion with his hand greatly enlarged, 
holding out a pair of real laces to the 
reader. 

The letter to the trade said in sub- 
stance: “Here is your pair of laces 
Mr. . You bought your last pair 
of ——-— shoes here — . We know 
the laces are worn out; the shoes 
should be. Shall we send you the shoes, 
or would you prefer to come in to see 
all the new styles?” 

A letter to customers who hadn’t 
been in the store for nearly three years 
brought in some great returns. Even 
the fake telegram stirred up a num- 
ber of erstwhile customers to the de- 
sired action. 








In both cases a good like- 





| 





Back of all this publicity is the be- | 


lief of the management that men are 
only waiting to be urged good and 
proper before they start to consider 
their footwear problems in a serious 
manner, f 

This campaign surely shows what 
may be expected of a real well planned 
men’s shoe promotion. 





Discontinues Imported Shoes 


PORTLAND, ORE. — After featuring 
English-made shoes for the past 26 
years, J. A. Simpson has announced 
the discontinuance of imported shoes 
and is working his stock into an ex- 
clusive Bostonian shoe store. Mr. Simp- 
son has worked out several new shoes 


for Fall with his new connection, which. 


are especially adaptable for the local 
climate and trade, 





Sure 
Profits 


ON A VERY SMALL 
INVESTMENT 





7y ‘shoe taces) | 


‘TaN conte 





REMOVE 





EXCEL-PAC CABINET 


The new and profitable way 


to sell 
shoe laces . . . a small and attractive 
cabinet, less than a foot high, modern 
in design and made of walnut. 


EXCEL-PAC Cabinet carries four dozen 
pairs of women’s and two dozen pairs 
of men’s Mitchellaces (colors optional). 
Laces are attractively displayed yet 


absolutely protected from dust. You 
touch only the pair actually sold. 
Cabinet and laces cost you only 
SY.75 
and the laces return to you $14.40. Cabinet can 
be refilled and used indefinitely. Cabinet can be 


packed with laces suited to men’s, women's or 
children’s shoes at proportionate prices 


If your jobber cannot supply 
with the Excel-Pac Cabinet 
laces, use the coupon. 


Mritehollace, 
Puc Shoe Lace f Quality 


PORTSMOUTH, OHIO 


you 
and 


Ship us the above lace assortment with 
cabinet at $3.75. 


FIRM NAME 
ADDRESS 
SIGNED 
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Shoes Featured at Fashion Show 


New YorK—A novel and original 


idea was carried out by the Emily | 


Shops of New York City in featuring 
Jacqueline Shoes at their Fall and Win- 
ter Fashion Show, held at Central Park 
Casino on Tuesday, Sept. 24. 

While the models were promenading 
with the new fashions in wearing ap- 
parel, a model known as the Jacque- 
line Girl, weaved her way in and about 
the tables where the diners were seated 
carrying a tray, slung from her shoul- 
ders, upon which were four or five 
single shoes. These shoes were ap- 
propriate for the type clothes the man- 
nikins were showing at the moment. 





The Jacqueline Girl changed her shoes | 
on the tray as often as the models made | 


changes in dresses and coats. 


The patrons at the luncheon picked | 
the shoes off the trai and exam‘ned | 


them closely. They were favorably im- 
pressed not only by the styles in shoes, 
but also by the method used for the 
display. 


Making Line of Spats 


Cuicaco—The Williamson Mfg. Co., 
West Adams Street, Chicago, are now 
making and stocking the most comp’ete 


line they have ever shown of Bond 


Street Spats, in a complete range of 


prices. 


Believes in Policy of Exchange 


DETROIT, MICH.—Sidney Diem, owner 
of the Senate Boot Shop in Detroit, is 
a firm believer in the policy of liberal 
exchanges when necessary. He invites 
customers to bring in shoes if they 
prove really unsatisfactory. 

For instance, one customer reported 
that her friend had bought a pair of 
shoes there and the sole had worn out 
in two weeks. Diem cordially agreed 
that any shoe should last longer than 
that, and asked his customer to have 


her friend bring in the pair of shoes | 
which would be exchanged at once for | 


new ones. 


Men's Department Opened 


New Beprorp, Mass.—A new men’s 
shoe department was opened on Sept. 
19 at the Star Store, large department 
store of this city. The new department 
will cater to men and boys and will 
greatly enlarge the scope of the com- 
pany’s shoe business. Three nationally 
known lines—Packard, Nettleton and 
Freeman—are being featured in this 
street floor section. 











BOOTS AND SHOES 
BOOTH, WALTER, SHOE CO., Milwaukee, Wis 


- BROOKS SHOE MFG. CO., Philadelphia, Pa 


CAMBRIDGE RUBBER COMPANY, Cambridge, Mass. 

CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis.. 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass... 

ENDICOTT-JOHNSON CORP., Endicott, 

EVANS' SON, L. B., CO., Wakefield, Mass 

FLORSHEIM SHOE CO., Chicago, Ill 

GREEN SHOE MFG. CO., Boston, Mass........ = sets bly SU rrRee es 

HOOD RUBBER COMPANY, INC. Watertown, lens. isi aut ‘ <6 ees 
JUVENILE SHOE CORP., St. Louis, Mo.. Ps eee ae ie ieee ona 
KIRKENDALL BOOT COMPANY, Omaha, ‘Neb.. SARA BN ere oe 
LUMBARD SHOE CO., Auburn, " re 44 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass... en as eon a 
MYERS, D., & SON, INC., Baltimore, Md...................0-. SRP reer | 
OWENS SHOE CO., Salem, Mass........... Sy Seb Rais areca: tenes ae 
RACINE SHOE MFG. CO., Racine, Wis............... : aA 47 
ROBERTS, JOHNSON & RAND, St. Louis, Mon... ccc ccc cee cee eeveccesevesens BY 
ROVICK THEATRICAL SHOE CO., Chicago, Ill.......... 

THOMPSON BROS. SHOE CO., Brockton, Mass 

UNITED STATES RUBBER PRODUCTS, INC., New York City.. 

VAUGHAN-TOWLE CO., Wakefield, Mass.. Dh G berate ey 
VITALITY SHOE COMPANY, St. Louis, ie. Feed Syria te ae 


LEATHER AND OTHER MATERIALS 


ALLIED KiD—Quaker City Div., Philadelphia, Pa. 

GOODYEAR TIRE & RUBBER CO., Akron, O.... 

HUBSCHMAN, E., & SONS, Philadelphia, Pa... . re 

KISTLER LEATHER COMPANY, Boston, Mass.... perio atic ae Sy trech ks MOE 
LIMA CORD SOLE & HEEL CO., Lima, O....... tah sea... 30d Cover 
PANTHER-PANGO CO., Chelsea, Mass... . 5.5.5 ccc cccccacccccswaacecaceecceces 49 
VAN TASSEL LEA TION CO... Morwich, Conn... .s..c66ccccciccsaseacweserovanecens 44 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


LITTLEWAY PROCESS CO., Boston, Mass. 

SIGNAL CHEMICAL CO., Boston, Mass. 

SPAULDING FIBRE CO., No. Rochester, N. H. 

UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass.. 
UNITED STATES RUBBER PRODUCTS, INC., New York City. 


SHOE ACCESSORIES 


MITCHELLACE, Portsmouth, O... 
SIMPLEX SHOE TREE CO., Chicago, IM, 


STORE EQUIPMENT 


DUNDE SHOE RESHAPING DEVICE, New York City.............00...... 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa..................00000 000 
WEAVCO INTERNATIONAL, INC., Chicago, Ill..............0...0.. 


MISCELLANEOUS 


AMERICAN TEL. AND TEL. CO., New York City 

AMERICAN WEEKLY, New York City 

BARIS SHOE COMPANY, New York City............0..0.0.. 00000000, 
HOTEL CORONADO, St. Louis, Mo 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 


Aisle area bere wise as 44 
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MERCHANDISE ... 
The Town SFIGre 
for 


The Town Suit 











VODE No. 32 


This is the type of sophisticated town suit that many smart women will The beslc brown: te cony 
wear this spring—a tailored fashion that has nothing to do with country into spring. 


clothes. 
VODE No. 137 


A clear, lively navy-blue. 


F or this type of costumes promote town shoes of kid—Opera pumps 
on the new, square-toed lasts, undecorated, stream-line Oxfords on 20/8 
heels. For economical cutting, excellent wear, use Vode Kid. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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OF WOMEN’S NOVELTY IN- 
STOCK SHOES IN AMERICA! 


Leadership in any field can only be attained by performance. This fall once again 
the MYERS Line the country over has been acclaimed to be without a peer. A long 
line plus quality workmanship at 
popularprices p/usunimpeachable - 
styles--all in stock--definitely puts 
the MYERS Line at the head of 
the parade. Check this line 
and get on the bandwagon. 














Se 
3 —Jyyie | 
AIDA SANDAL - - $2.75 BOHEME SANDAL - - $2.10 


9920 - Imported Silver Kid - 20/8 Spike 6028-Wh. Faille-20/8Sp. 6008-Wh. Faille-10/8FI. 
9900 - Imported Silver Kid - 11/8 Flat 6029- Bk. Faille-20/8Sp. 6009-Bk.Faille-10/8FI. 
Widths - Narrow and Medium Widths - Narrow and Medium 


me) 


TRIXIE STRAP - - $2.10 PEGGY GORE OXFORD - - $2.10 
6221 - Black Kid 6227 - Brown Kid 6261 - Black Kid 6267 - Brown Kid 


20/8 Continental Heel - - Widths AA to C 19/8 Continental Heel - - Widths AAA to C 


TRIPOLI OXFORD -- - $2.10 ALGONQUIN OXFORD - $2.10 


730 - Brown Calf - Brown Calf Straps , 

738 - Brown Alligator - Brown Calf Straps 788 - Brown Alligator and Calf 

| - oe ae oer vp ty cd 783 - Brown Alligator and Suede 

733 - Brown Suede - ite traps e 

736 - Brown Suede - Brown Calf Straps wn 7 met i “ = eat 

735 - Black Suede - Black Calf Straps - plac ait an ea 
13/8 Leather Heel - Widths AA to C 13/8 Leather Heol - - Widths AA to C 


1) moun Hl 
. " : i wy wa e 




















FASTEST MOVING WOMEN'S NOVELTY _- SHOE _ HOUSE 
SHERWOOD or CURTAIN AVENUE BALTIMORE + +++ + MARYLAND 
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HERE ARE FOUR ANSWERS to Your 
BIGGEST FITTING PROBLEM ..... 


‘How Can I Fit Narrow Heels Snugly 
Without Cramping the Forepart of the Foot ?°’ 


You no longer have to fit shoes short and wide or Health Spot lasts will go farther toward solving all 
long and narrow, trying to overcome this problem. fitting problems and toward giving foot comfort than 
We are sure that the shoes made over these new any other shoes have ever done. 


NEW SCIENTIFIC 
WOMEN’S LAST LAST MEASUREMENTS women’s LAST 


Our Research Depart- os 
ment, working with the 
largest last maker in 
the country, has devel- 
oped an entirely new 
set of last measure- 
ments that conform to 
the normal foot of to- 
day. These new meas- 


$175—Black Mel-O-Wax Kid, 10/8 Heel. urements mark a dis- 


No seams to press against bunions. - S344—Black Mel-O-Wax Kid. 
AN EXCELLENT WIDE TOE WALKING SHOE tinct step FORWARD Medium Round Toe, 14/8 Heel. 
in shoemaking and will STYLE AND COMFORT COMBINED 


gradually come into 


WOMEN’S LAST 
general use to replace WOMEN’S LAST 
YJ the old standard of last 
measurements that 
have been used with- 


out change for the last 
48 years. 


$288—Black, S289—Brown, S287—-White Mel-O-Wax 
Kid. Broad Toe 12/8 Heel. 
THE GREATEST COMFORT SHOE IN AMERICA q $404—Black, $403—Brown, S405—White Mel-O-Wax 
» ™ Kid. Narrow Toe, 14/8 Heel. 
A BEAUTIFUL DRESS SHOE 


THESE SHOES ARE IN STOCK | “a1 
READY FOR SHIPMENT ee ee, Health Spot Shoes are made in Canada 
Price $5.25 _, 7 by the Murray Shoe Company of Lon- 
Terms 5% 20 Days, 30 Days Net \ INGA don, Ontario. Health Spot Boots, by 


, a H. J. Justin & Sons, Inc., 320 South 
MAIL IN YOUR ORDER NOW! ; FO Lake St., Fort Worth, Texas. 


HEALTH SPOT SHOES 


FOR MEN AND WOMEN 
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DOCTORS WEAR AND 
RECOMMEND MORE 
WRIGHT 
ARCH PRESERVERS 
THAN ANY OTHER 
FEATURE SHOE 


7 


And when a Doctor sends 


them-they come! 


We knew that the professional acceptance of Wright Arch Pre- 
servers is unequalled by any other shoe for men. But we wanted to 
find out just how wide-spread it was — and what it means in actual 
business for our dealers. So we asked a representative cross sec- 
tion of them. 


89% of them reported actual sales of Wright Arch Pre- 
servers —as a direct result of doctor’s recommendations. 


There could be no more impressive evidence than this that doctors 
do recommend Wright Arch Preservers—and that Wright Arch 
Preserver dealers get the business. 


There is no mystery toit. It is based on one simple fact: the Wright 
Arch Preserver Shoe relieves weakened, aching feet — and protects 
sound, healthy ones — as no other shoe does or can. Thousands of 
doctors know this from their own personal experience in wearing 
them. Hundreds of thousands of laymen know it, too. And more 
are finding it out every day! 


WRIGHT 


ARGH PRESERVER 


SHOES 


FOR MEN 








» E.T. Wright & Co., Inc. 
Rockland,Mass, 


pg mes 


There are hundreds 
of “‘arch”’ lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE, the 
first and stillthelead- 
ing arch-type feature 
shoe among dealers, 
doctors and the 
general public. It is 
made EXCLUSIVELY 
by E.T. Wright & Co., 
Inc., of Rockland, 
Massachusetts. 





SEND THIS COUPON FOR 
MORE PROFITABLE DETAILS 


Se 


orn eo a sd 
Gentlemen: Kindly send me details of the 
Wright Arch Preserver franchise. oA 
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IN DISPLAY VALUE » SALABILITY » 


WEARABILITY » 


— Gallun’s vegetable tannage — plays an_ different leather, it gives the manufac- 
important part in in-stock programs of turer outstanding advantages to adver- 
the four prominent, nationally advertis- tise; and the merchant, a sales talk 
° brands represented here. Actually a of genuine interest. Write for folder. 

F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 
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WITH FAST-SELLING, EASILY-FITTED, 
TALON-FASTENED OVERSHOES! 


REG. U. S. PAT. OFF. 


The first storm of the season! 
The rush for overshoes is on! 
Sales must be made in double- 
quick time to get all the busi- 
ness that is coming to you! 
That's when the perfect-fitting, 
easy-to-put-on Talon-fastened 


overshoe counts! 

Your sales force is behind 
these smarter overshoes to a 
man. Talon-fastened mod- 
els facilitate quick sales to 
customers. They slip on in 
a jiffy... close snugly and 
neatly in a second... con- 
form to fit the foot perfectly 
because of this tailored 
closure. 

Customers like Talon- 
fastened models for their 








trim, shoe-like style, the ease 
with which they can be put on, 
the thorough weather -protec- 
tion they assure. 

Now is the time to plan ahead 
for your peak season in over- 
shoes. Now is the time to write 
your orders with that impor- 
tant specification “Talon fas- 
teners on every pair.” 

You will find your sales 
mount, your returns dimin- 
ish. You will end the season 
with a clean inventory and 
a handsome profit. 

Do as other leading 
stores do. Center your over- 
shoe business on Talon-fas- 
tened models. You will find 
it pays from every angle. 


HOOKLESS FASTENER CO., MEADVILLE, PA. - NEW YORK - BOSTON « PHILADELPHIA - CHICAGO - LOS ANGELES - SAN FRANCISCO - SEATTLE » PORTLAND 
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Bacw yy 


REO. U. 5S. PAT. OFF. 


SCIENTIFIC FOOTWEAR 


for 


FASHIONABLE WOMEN 


ARE you getting your share of the 


profits Treadeasy Shoes are earning for 
retailers this season? Study the distinc- 
tive styles illustrated . . . they’re smart 
and new ... yet corrective and comfort- 
able. And this rare combination is the 
secret behind Treadeasy’s outstanding 
success. Order from our splendid IN 


STOCK service for immediate promo- 
tion. 


In Stock 


ack Kid $450 
Lpskim Te 
oe Kid $450 


eTLAND NEW YORK CITY SALES OFFICE - - 944 MARBRIDGE BUILDING 


——$— 
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EXCELSIOR SHOES 


OUR IN-STOCK DEPARTMENT 


helps you to outstep competition 





STYLISH SHOES FOR GROWING GIRLS 
TO RETAIL AT $4.00 


Sy No. 2292—-Brown service No. 2276 
No. 2292 ~~ calf monk oxford with 
WELLESLEY a brown calf tongue, strap, 
Se and buckle. Leather sole calf trimming. Leather 
and heel. sole and heel. 


No. 2276 


ADCLIFFE 
-Brown buffalo aia 


print oxford with brown 


STOCK FOLDER SENT ON REQUEST 





OFFICIAL BOY SCOUT 
CAMP OXFORD 








No. 304 ™ ’ “te No. 353 
gin a eriatiaa ‘ j Se THE TIMES 
THE ROCKER é. Se SQUARE 








No. 304—Boys’ Black Elk; Shark No. 740—Moccasin type. Brown No. 353—Boys’ Black Calf; Leather 
tip, wears like flint, won't scuff. clk, - d Rubber sole and heel. B, C, D; 1 to 6. 
Viscolized leather sole, leather % ys” 6; B, C, D, Price $2.55. 

heel B, C, D; 1 to 6. Price a: 5 


oe. 
No. 741—Big Boys’, %/9, $3.00. 
Men’s, 9%4/11, A to E $3.25. 


STOCK FOLDER SENT ON REQUEST 











Free with each pair of CAMP-OLOGY Books 
shoes, a small can of supplied free. Every 
Sankey’s Life of Leather Scout wants one. Show 
and this illustrated de- them in your window 
seriptive circular. trims. 


EXCELSIOR SHOES, INC. 


Subsidiary of Selby Shoe Co. 
PORTSMOUTH, OHIO 
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SJ movlh AND 
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A DASH OF 


x*k* 


The West Point... ) 

made of Luxor No. ( . 

88. Commonwealth . f 
+ So choslonians 
Company, Whitman, 


Mass. S —_ ol J Lyle 








selling at the fitting stool is greatly 
aided, for the fine finish of this ex- 
cellent leather appeals to the eye, 
while its mellow feel convinces the 
feet as to its quality. Being crafted 
to a high standard, it truly reflects 
the fine craftsmanship of fine shoe- 
making. The brown red tones of 
Color No. 88 harmonize just right 
with men's blue, or grey, or brown 
suits— and is the popular autumn 
shade for men's dress shoes. Luxor 
Calf, being a worthy product, sustains 
both the manufacturer's and the mer- 
chant's reputation for fitting Quality 
Shoes. 














LEATHER COMPANY 


tN FLNE CALF LEATHER S 
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LARGEST 


Sandal 


DEPARTMENT 


AMERICA'S 


Avene 








IN-STOCK 








SEND FOR COMPLETE 
IN-STOCK BULLETIN 


Rii4i Genuine silver kid 
Rii43 Genuine gold kid 

R154! Blk. Faille, 2 silv. ball str. 
R1543 Wh. Faille. 2 silv. ball str. 
R1545 Blk. Faille, 2 gold ball str. 
R1547 Wh. Faille, 2 gold ball str. 
R1549 Blk. err 2 silv. ball atr. 


2.00 
24 last, Full ftouna Toe, 11/8 block 
eel 


AA to C Widths 


CARIOCA 
IN 


R1146 Genuine silver kid 
R148 Genuine gold kid 
a, La Faille, 


rim 
Black Faille 
White Faille 2 
{0 Black Velvet, satin trim.. 2. 
42 Last, ae to 19%/8 Louis 
ee 


AAA to C Widths 


Terms: 2% 10 Days; Net 30. F.0.B. Factory. 25c. Charge on Orders Less Than 3 Pairs. 





Leadership in any field of endeavor can only 


be gained by merit. 


Our smart evening 


sandals are presented for your consideration 


on their merits. 


They fit perfectly, styled for 


the moment, and turn over fast and profitably. 
Our instock department is geared to fill orders 
on receipt. You will find this department very 


convenient for your quick needs. 


HANNAHSON'S 
Haverhill, Mass. 


R1565 Black Faille, 
R1567 White Faille, 
R1569 Black Velvet, 
R4319 Black Faille, satin str... 
R432! White Faille, satin str... 

AA to C Widths 
R157! Green Velvet, silv. str... 
R1573 Red Velvet, gold str 

AA and B Widths Only 

24 Last, Full Toe, 11/8 Block Hee! 


- $2.00 
2.00 


silv. str.. 
silv, str... 
silv, str... 


CARIOCA 


Rit47 Genuine silver kid 

R149 Genuine gold kid 

R1557 Bik. Faille, silv. trim... 
R1559 Wh. Faille. silv. trim... 
R4307 Black Faille 

R4309 White Faille 

R431! Black Velvet 

24 last, Full a Toe, 11/8 block 


AA to C Widths 


ALL WHITE FABRICS ARE 
ESPECIALLY TREATED FOR DYEING 


R1564 Black Faille, silv. 

R1566 White Faille, silv. 

R1568 Black Velvet, silv. 

R4318 Black Faille, satin 

R4320 White Faille, es 
AAA to 


C Width 
silv. 


Ses 
S33 S3ssss 


R1570 Green Velvet, 
R1572 Red Velvet, 
AA and B 


an 
95 Last, Medium Full Toe, 
21/8 Louis Heel 


R1138 Genuine silver kid 
R142 Genuine gold 
vate” La Faille, 


m 

R4300 Black Faille 
R4302 White Faille 

Black Velvet, 


Lr} 

R4304 satin trim. 2.00 

95 Last, Short Vamp 21/8 Louis Heel 
AAA to C Widths 
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No. 2919—Black 
Calf, Stroll Last 


No. 2921 — Brown 
Sabuck, Drake Last 


“QULALGLe_ 


.»« . EVER ALERT 


TO FASHIONS DICTATES 


No. 2907— Black 
Calf, Drake Last 


No. 2916 — Tan ™ 
Calf, Fleetwood Last 


DISTINCTIVE STYLING 


COMBINED WITH FINE LEATHERS 


In stock and decidedly in step 
with the newest fashion trends. 
A generously wide range of un- 
surpassed values in $4 footwear, 
featuring genuine calfskin, kid, 
sabuck and popular rugged grains 
— leathers of fine quality usually 
reserved for higher priced shoes. 


To Retail 
Progressive merchants . > 


quickly acclaim Portage 

shoes as their leading 

profit makers. Our fall catalog 

will give you complete details on 

this $4 line of genuine calfskins 
...and other styles of super 

quality to retail at $5 and $6. 


PORTAGE SHOE MFG. COMPANY 


DIVISION OF WEYENBERG SHOE MFG. COMPANY 


MILWAUKEE 


WISCONSIN 
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hollow 
~ Leader 


No concern attains leadership in an important 
industry and in the face of active competition 
without reason. And Florsheim is no exception 


to this rule. Sincerely we believe there are advan- 





tages to the retail selling of Florsheim Shoes that - 


- do not exist in the case of other lines of men’s IN S TO C K se 
t 


fine footwear—not the least of which are the 
THE PiccaDILty, S-608, 


in black Norwegian calf; also in 
brown Norwegian calf, S-609. 


style, fit and wearing qualities of the Florsheim 


product. But there are many others that we would 
RETAILING 


be glad to explain to you. Our representatives are AT $875 5] 
AND 


on the road with their Spring and Summer samples 











—a postal card from you and one of them will call. 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers e CHICAGO 
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